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For More 


Than 80 Years 


ln these days when so much is being said 
about helping the jeweler, it is interesting to 
realize that J. R. Wood has dealt directly with 


the jeweler for more than 80 years. 


J.R. Wood knows the jeweler, his business, and 
his problems. J. R. Wood's history and success | 
have been identified with the whole develop- 


ment of retail jewelry selling in America. 


Practical cooperation is essential to the jew: 
eler, if the return of prosperity to his business 


is to be hastened. More than 80 years of devo- 






































































New Impulses in 


ICWCLERS CIRCULAR 


Let us get down to fundamentals. 

The purpose of business is profit. ‘The wise manufacturer or dis- 
tributor who cannot make a profit should prepare to quit. 

In order to make a profit, you must know where you are heading. 
You cannot run your business blindly without a plan, any more than a 
skipper can navigate his vessel without a compass and without a chart. 

You cannot plan ahead unless there is a plan in your head. 

The man who is willing to drift with the wind and tide or simply 
follow the course others have pursued is doomed to failure. 


d In the old days, the pilot of a Mississippi steamboat had to know 

more than just where the channel of the river had been. He had to | 
0 know the river; had to watch it and to know where the channel would 

be on his return trip as a result of the ever-changing course of the 
h stream, due to the way the current cut its banks. 


So the pilot of a business today cannot depend upon his knowledge of 
the course of the “‘business stream”’ in the past. He must know how this 
stream of business is changing and how it will change, if he is to plan 
the course of his sales campaigns of the future. 


This ever-changing course of business is due to the constant change in 
| the mental attitude of buyers. This, in turn, is due to the constant 
change in economic, political and social conditions that affect desires 

and buying capacity. 


. A business that is to grow, that is to remain, 
must be planned not for the single season ahead. It must be planned 
for next year, the year after and, if possible, the next decade, with 
enough flexibility in the organization and in sales plans to meet quick 
changes and conditions that are sure to arise. 

Now that the storm of depression has subsided, the time has 
come to put your business craft in order and plan your future 
course unaffected by the wrecks that be around you or the 
plaints of those skippers who have been drifting without com- 
pass or chart. 


Forget what has happened yesterday, last month, or last 
year. Take heed of the business conditions of today, the drift 
of public sentiment and its response to merchandising appeal. 
Find out what your customers want now and, if possible, what 
they will want next month. Get the tendency or trend of 
their desires for next year when possible, and lay your plans 
accordingly. 

You may have to scrap business practices and ideas that you 
have cherished in the past, also some types of merchandise to 
which you have been wedded; but if they no longer mark the 
channel of business progress, seek out those that do and follow 
them on the road to success. 


A new day has dawned for the man who is awake to his 
opportunities. 
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LIGHT IS BREAKING | 











Rome C. Stephenson, 
President of the Amer- 
ican Bankers Associa- 
tion and Vice-President 
of St. Joseph County 
Savings Bank, South 
Bend, Ind. 
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THROUGH THE CLOUDS 


By 
Rome 


Cc. 
Stephenson 


PRESIDENT 
AMERICAN BANKERS ASSOCIATION 


dd 

A critical examination shows 
that in 1929 there was a leaping out of bounds in pro- 
duction and distribution of practically every kind of 
material. Joined with all this was a decrease in exports. 
This great glut of production, in the warehouses, on the 
shelves of retailers, or moved out into the hands of con- 
sumers, reduced the need for labor, caused a tremendous 
drop in prices, and dislocated the orderly processes of 
distribution,” said Rome C. Stephenson to a representa- 
tive of THE JEWELER’S CIRCULAR. 

“The development of machinery has been and is now 
a factor in unemployment. It is estimated that if the 
work in the United States performed in 1929 had been 
performed in 1919, one and a half million more people 
would have been required to do it. 

“The forces making for restoration do not operate on 
a constantly expanding spiral, for growth is not identical 
in all types of industry and production. The momentum 
following the recovery from the depression of 1920-1921 
overran the demands for consumption. In consequence, 
the depression at the present time has continued for a 
longer time than most of the previous ones. 

“Tt seems to me that immediate attention should be 
given by manufacturers and producers to the problem of 
surplus in its relation to price levels, not alone as it 
refers to the particular unit with which they are en- 
gaged, but to the industry of which their unit is a part. 
There is questioning of banking because banks have 
failed. In many cases these failures arise not because of 
mismanagement or negligence on the part of the bank 
officers or of speculation by them, but from causes entirely 
beyond their control. Although credit has reached its 
highest development in the United States, we have not 
yet learned how to control it. Attempts by banks to 
control credit or to ration credit have not been con- 
spicuously successful. 

“Let no one think that the price levels caused by the 
breakdown of industry during the past year are now on a 
permanent basis. They reflect the supply in relation to 
demand. Price levels always decline under conditions 
similar to those at present existing. In May, 1921, the 
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Mr. Stephenson emerged from the White House 
on Feb. 3 after a conference with President Hoover 
to declare that business had struck its low point 
about Dec. 20 and was now distinctly on the upward 
path toward prosperity. “Even though there is no 

sudden boom,” he said, “there should be a substan- 

tial recovery during the latter part of the year. 
The purchasing power of the working man assures 
this.” 


wholesale price level, based on 1913, stood at 146.9; 
four years later, due to increased demand for products, it 
had mounted to 158.7. Declining prices have been re- 
current since the spring of 1920. 

“No person giving mature thought to conditions, even 
at their worst, would advocate the setting up in America 
of a tsar or a dictator in industry any more than in gov- 
ernment, but there is today a call that productive industry 
shall seek legislation which will establish checks and 
standards in production, and, in consequence, insure a 
more regular trend in American economic progress. 

“The present method leads to dissatisfaction, to human 
suffering, to political upheavals, and to unwise legislation. 
It tends to discredit the wisdom, judgment and ability of 
leaders in industry and banking. In countries where 
governments are not so responsive to popular will as in 
the United States, it has led to revolution. We must 
face facts. What leadership, political or business, has 
brought about the present glutted condition in the mar- 
kets of the world? Which has caused unemployment? 
Answer those questions as we will, there remains this 
significant fact: Unless, as business men, we can eventually 
solve the unemployment issue, solutions will be attempted 
by a government in which business men will have but a 
small part. 


a effort to stabilize industry 
is making progress. Already large employers of labor are 
arranging production so that employees can look forward 
to regular work and eventually, when their stint is done, 
to a pension for their sunset years. Does any honest skilled 
work deserve less? Should not that be a goal toward 
which united industry will strive? 

“Now light is indeed breaking through the clouds of 
gloom, both nationally and internationally. The civil 


war in China appears to be at an end. Again the people 

of that great country can resume the works of peace. 

Reports coming out of India, which for some time has 

been in turmoil, give assurance of lessened friction and 

more hopeful outlook. There is the belief that cargoes 
(Turn to page 147) 
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A refined store front, conservative in design, was 
4. selected to appeal to the clientele of this par- a 
ticular firm. 
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[. remodeling our store 
three considerations of prime importance were held in 
mind: First, a happy and inviting appeal to the customer, 
both outside and within; second, a careful utilization of 
space and third, a strategic arrangement of the store to 
assist in guarding against crime.’’ So says Phineas Peters, 
member of the firm of M. G. Peters & Bros., 470 Fulton 
St., Brooklyn, N. Y. 

“Tt must be remembered,” he continued, “that in a 
store of modest proportions such as ours, and located in 
the center of the business section of a large city where 
rents are extremely high, every inch of space must sell 
our merchandise. The layout of the store was planned so 
that every bit of our merchandise is represented on dis- 
play, and this idea was carried out from the construction 
of the windows to the fine details of the show cases. The 
first consideration was that our customer should be able 
to see as much of our merchandise as possible from 
wherever he happens to stand. ‘Take, for example, our 
lighting system: 

“The store has a 21% foot frontage on Fulton Street, 
and is 27 feet deep. To light a store of these dimensions 
we chose four hanging fixtures for the overhead illumina- 
tion. Each fixture carries eight lamps of 75 watts. We 
decided not to use the globe type of fixture as the trans- 
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DREAM STORE COME TRUE 


After 30 years of progressive business in the 

heart of Brooklyn’s downtown shopping district, 

the M. G. Peters store, 640 Fulton St., ranks 

among the best of small jewelry stores in 

Brooklyn. The illustration shows Martin G. and 

Phineas Peters (left) examining plans for the 
remodeling of the store. 


lucent glass dims the light to a great extent and prevents 
the brilliant illumination that is necessary in a jewelry 
store. It is of great importance that the light be well 
distributed, leaving no dark corners, for if the customer 
walks away from the counter with a diamond in his 
hand and happens to stand in a shadow, the stone will 
appear less brilliant. Each show case has individual lights 
and there are four outlets in the ceiling providing for 
night lights which illuminate the merchandise in the 
store sufficiently so that the midnight passerby is able to 
see goods on display in the interior as well as those in the 
window. ‘The windows are lighted by 14 200 watt re- 
flector type lamps. 


44 
= the wall cases 
are large wall mirrors serving the double purpose of a 
convenience for our customers and as an aid to the sales 
force in keeping an eye on merchandise. 

“Another improvement is the removal of radiators 
from the front of the store near the door. They are now 
located in screened closets under the wall cases, a space 
which is of little practical use and can well accommodate 
the radiators which take up a great deal of room on a 
small selling floor. 

“A great deal of thought was devoted to our selection 
of the store front. We felt that the ultra-modernistic 
front does not attract the type of person looking for a 
fine jewelry store and finally decided upon a front that 
was substantially conservative and at the same time at- 
tractive. The exterior is of black and gold marble with ex- 
truded bronze metal work. Our firm name, M. G. Peters, 
is in bronze letters applied on marble below which is a 
panel of embossed glass. A concealed reflector illuminates 
the name. Above both windows are panels also of em- 
bossed glass, facilitating natural lighting in the store. 
The window flooring is of quartered oak and the back- 
ing is also quartered oak and frame glass. The rounded 
corners of the windows give more room at the entrance 
and add to the appearance of the store as a whole. The 
space under the window floor has been utilized for stor- 
age, where there is ample room for the keeping of reserve 
stock, etc. 

“To carry out our plan for a well-lighted store we 
decided to have all of the interior woodwork of oak with 
a silver gray finish. The color of the surroundings has 
a marked influence on the intensity produced by a light- 
ing system and dark ceilings absorb a very large percentage 
of illumination, so that it is important to have light 
colored walls and ceilings. It is surprising to note how 


THE JEWELERS’ CIRCULAR 
for March, 1931 


ey 


4 (50m Mezza dink 
Fusse G79 Bosow 
@ ADVE MELZANIN, 


Casw 
tg.syia 


Siow Cases 


a 
“ 
° 
J 
o 
: 
2 
g 8 
& 


Are 200W Ait 200m 


¢¢? @ @¢ @ @ @ ¢$e¢e¢ ¢ ¢ © 





This store interior designed to utilize every foot 
of space for displaying of merchandise also has 
a lighting system that eliminates all dark corners. 


many of our customers remarked on the cheerful atmo- 
sphere of the store brought about by the redecoration. 

“Our new show cases have sliding doors which open 
to the display shelves. Below this are drawers for stock 
instead of additional shelves as is usually the case. In 
this way, additional stock is kept in the drawer immedi- 
ately below the case from which it is sold, making the 
replenishing of stock of no trouble at all. The corners 
of the show cases were made round, thus permitting them 
to extend a little further than if they had been of square 
construction. Little things like this give added display 
room and help us to keep a wide variety of merchandise 
before the eyes of our customers. 


“There are six wall cases, two on each side and two 
on the rear wall. These cases are backed by mirrors and 
the sides are of glass so that people looking in from the 
street are able to see displays in the side wall cases as 
well as in the window. Under each wall case, at the 
same height as the selling counter, is concealed a small 
writing board which can be pulled out for the salesman to 
write upon.” 

The store front of the Peters store was built by Jaff 
Bros., and the fixtures are by the Grand Rapids Store 
Equipment Corp. 





By 
LILLIAN 
M. 
GUNN 


Mrs. Gunn is a specialist in table service and is 
instructress in Household Arts, Teachers College, 
Columbia University. As an able lecturer on 
the art of table setting, she has addressed many 
women’s clubs and is the author of several 
articles and a book on correct table appointments. 


bho woman who buys 
who is she? Can she not be placed in one of the follow- 
ing classes? The woman who has and desires to add 
to her already precious store, the woman who has not 
and wants to commence collecting beauty for her home, 
and the woman who buys for a gift. 

Perhaps the question comes, is it the woman who 
buys? The answer, after consulting numerous statistical 
sources, is that about 90 per cent of the buying for the 
home is done by women. 

The purchase of the table silver is certainly one of 
the most important ones, for this silver will last not only 
for a lifetime but for many succeeding generations, so 
the selection requires most earnest thought. 

One desires not only what will be beautiful and ap- 
propriate for the present time but a shape and pattern 
of which one will not tire and which will always be in 
good taste and in harmony with its surroundings. 

Few women have a real knowledge of the designing 
and craftsmanship of the silver or of the quality and 
intrinsic value. They know only what appeals to and 
pleases them, and that knowledge is necessarily very su- 
perficial. They like to be told the facts pertaining to 
their purchase and to be tactfully advised concerning it 
(whether they follow it or not). 

The important question for those offering the silver 
for purchase is what does a woman want? What does 
she expect when she enters a store to make a purchase? 

Perhaps the most important asset a store can have is 
courteous salesmen. Are you astonished? This statement 
is not made without reason. One woman experimented 
in this very line. She dressed in very plain clothes, 
adopted a mild and shrinking manner and sallied forth. 
She visited 15 stores. In four she was treated with the 
utmost courtesy, addressed deferentially, shown goods at- 
tentively and made to feel that her purchase was of 
much importance. In seven, after a timid request for tea- 









A JURY OF WOMEN 





spoons, one to four patterns were shown, no information 
given her regarding them, and marked indifference as to 
whether she purchased or not. In four she walked, ap- 
parently unnoticed, up and down the counters with no 
one addressing her or paying the slightest attention to 
her. The salesmen were arranging goods, talking to each 
other, serving other customers or gazing out of the win- 
dows at the passers by. Sometimes (not always, I grant 
you) this very style of woman who timidly purchases a 
teaspoon for Lydia’s newly arrived daughter, if treated 
with courtesy and consideration, will some day return 
and buy a complete set of silver for the prospective bride. 
It is well to remember that clothes do not always make 
the woman nor timidity stand for poverty. 

In writing on the subject of the woman who buys, 
much time was spent in preparation by questions asked 
from 60 to 75 women, what they would want or expect 
to find if purchasing silver. The results of those ques- 
tions are briefly recorded. 

In answer to the question, what would you think of 
first the answer invariably was “Pattern.” Carrying the 
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IN 
SILVER 


Careful study of this article will 
reveal the likes and dislikes of 
women, buying silverware for va- 
rious needs and occasions. Many 
practical suggestions are offered 
which, if applied in merchandising 
silverware, will result in stimulat- 
ing sales and increasing prestige 
for your store. 
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inquiry further, nearly everyone expressed a desire for 
delicacy of outlines and simplicity of design. Many 
wanted a good place for a monogram and all said the 
pattern must be one easy to clean. 

The spoon was the first piece of silver discussed. For 
the teaspoon the decision was for medium weight, easy 
to eat from, with not too pointed a bowl, this last also 
applied to the cereal spoon, a teaspoon and tablespoon of 
standard measure many desired, and also that the table- 
spoon should be of such shape that the serving of food 
is easily accomplished. The orange and grapefruit spoon 
should be sufficiently pointed to cut the fruit easily and 
lift it from the tiny partitions but not so pointed or the 
bowl so deep that eating from it would be awkward. 

Few cared for the 5 o’clock teaspoon, but many thought 
that a spoon designed for a fruit cocktail and one to use 
with the chocolate cup would find a ready market. 

Next came the fork, the points mentioned were these: 
It should not be too heavy and should rest easily in the 
hand and have delicacy of balance. The tines should be 
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The reply of more than half of the 
women interviewed, when questioned 
regarding their favorite piece of silver- 
ware, was “The Candle Stick.” Pref- 
erence was expressed for a tall candle 
stick between eight and 12 inches. 


sharp enough to pick up the food without undue effort. 
A lemon fork should have the tines of such length that 
the piece of lemon may be easily lifted. 


For the knife, the handle 


should be easy to grasp, rest well in the palm, and have a 
good cutting edge. ‘The latter point was mentioned by 
everyone questioned. When asked about the knife with 
the short blade and long handle, the opinion was that 
it was attractive and had its good points, and though 
opinions differed about its lasting popularity it might be 
considered the fashion of the hour. 

The sugar tongs came in for their share of criticism. 
They should be easy to grasp and not so stiff, as one 
woman said, “It takes the strength of a Hercules to close 
them.” ‘The ends should be so formed that they will lift 
the lump of sugar with ease. 

When discussing serving utensils this one point stood 
out clearly. They should be made adapted to their use, 
utilitarian first, and then decorative and ornamental. It 
has been often said that nothing is truly artistic unless it 
can be easily used for the purpose for which it was 
intended. 

Every woman at the bottom of her heart longs to own 
a silver tea set, not only that she may have it grace her 
table and serve from it, but that she may feel she has a 
worthy heirloom to hand down to those precious grand 
children, and she looks with envy at the beautiful ones 
displayed until the moment arrives when she can pur- 
chase. Many and varied were the opinions on the subject 
of the tea set, but condensing them all the following points 
seemed most general: 

The design should be simple rather than ornate, the 
(Turn to page 145) 
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SHOW ME THE WAY 
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‘the jeweler of today 
has reached a fork on the main road of merchandising, 
and he, as well as the retailers of other trades, must face 
his moment of choice. 

Which road shall he take? One leads to a continuance 
of the practice of price maintenance; a holding to the 
fixed standards which have been set through continued 
advertising and which has become a fundamental business 
practice in store prestige. The jeweler who selects this 
policy will make his slogan: “Increased quality at the 
same prices,” making his bid for the closely held buyer’s 
dollars on this basis. 

And down the other path—where does that lead? “This 
road advocates selling goods the quality of which has been 
definitely established in the public mind, at prices com- 
mensurate with the demand. I offer,” says the jeweler 
who chooses this path, ‘the same merchandise at new 
prices within the reach of your pocket book,” and which 
the jeweler can duplicate in his store at the lower replace- 
ment cost. This merchandise, offered at new prices, 
creates new channels of distribution and attracts new 
trade to the store. 


@ Leading jewelers give expression in this article 
as to methods adopted and adapted in meeting 
this new era of buying and selling. They find it 
smart business practice to meet this slowing 
momentum cf business with new merchandise 
that has a pertinent public purse appeal. What 
plans are you making to meet the new competi- 
tive methods developing in the jewelry field? 


One of these roads leads to the citadel of better profits 
on a substantial business basis; neither path can be gen- 
eralized as unethical, because in both instances the public 
gets honest value for its money, and so the question de- 
volves on which is the wisest course for the retail jeweler 
to follow? Is it an individual problem, or is it one to be 
solved for the trade as a whole upon a consensus of 
opinion ? 

Some prominent jewelers in various parts of the coun- 
try have already made a decision as to the path they will 
pursue. Tell us what you are going to do. 


Emil W. Kohn, 
Theodore A. Kohn & Son, New York City: 
“Through the summer and early fall we made sub- 


stantial reductions in the price of a good many of our 
articles and we find that this stimulated sales.” 
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J. Herbert Hall, 
J. Herbert Hall Co., Pasadena, Cal.: 


“Care should be taken in purchases to make stock of a 
practical nature and to follow up business along that line, 
stressing practicality in advertising and getting away from 
the luxury thought in regard to the jewelry business. 

“Our annual custom is to go over the stock and put a 
more attractive price on any merchandise that should 
have moved. ‘This policy works out very satisfactorily 
for us and we rather prefer it to carrying on a special 
sale, particularly so soon following the Christmas season.” 


Myron E. Everts, 
Arthur A. Everts Co., Dallas, Texas: 


“It will be necessary for the retailer to sell old stocks. 
If many of us will not forget to ‘doll up’ the old stock, 
rearrange it in the store, etc., etc., it will sell, and it will 
help a lot to make us more enthusiastic. 

“T believe this year will be one where most people will 
be looking for values and it is up to us to give them 
values, not forgetting ourselves, of course. Don’t believe 
we can do much ‘blind shooting,’ as it were, with our 
customers, but will have to do a lot of intensive work 
with them to close sales, which can be done.” 


Armand Jessop, 
J. Jessop & Sons, San Diego, Cal.: 


“The dull periods are not without their benefits. To 
the vigorous they are like a cold bath. These are the 











times for house-cleaning, special sales of old stock, etc. 
It is our opinion that an article that will not sell once a 
year should not be carried in stock, and should be moved 
by a P.M. to the clerk or later a cut price and a P.M. 
This process should be continuous.” 


W. H. Upmeyer, 
Bunde & Upmeyer, Milwaukee, Wis. : 


“The past year has been a very trying one and I must 
admit that we have got to learn it all over again—how to 
save. Perhaps we will benefit when business increases 
because of knowing how to save. 

“We are scrutinizing every purchase very critically, and 
trying to keep our stock modernized and at the same 
time endeavoring to reduce it somewhat. We feel that 
we will continue this policy for the year of 1931.” 


Arthur J. Block, 
President, T. C. Tanke, Inc., Buffalo, N. Y.: 


“Our stock is well in hand, leaving us in a position to 
buy new goods at the first signs of a business awakening; 
we believe this holds true of most of the retail jewelry 
stores throughout the country. 

“While not attempting to forecast the future, it is our 
opinion that after the usually quiet months of January, 
February and March, there will be a definite business 
improvement throughout the country with spring, its 
milder weather, and the Easter season.” 


Wm. G. Frasier, Sr., 
Jones & Frasier Co., Durham, N. C.: 


“We considered the advisability of putting on a special 
sale of merchandise on which there was no suggested re- 
sale price. We were very successful in this move and had 
we not adopted it, we would still be carrying in stock a 
lot of merchandise which had grown obsolete and occupied 
much needed room for the display of more up to date 
merchandise, both as to style and price. 

“There is a very pronounced demand for lower priced 
merchandise, which class of goods our store has never 
indulged in very freely. I think that every jewelry firm 
in the land, in view of the circumstances now existing, 
will find a good and valid excuse for conducting a clear- 
ance sale through an effort to move out those items on 
which there is a replacement value and those items which 
are being supplemented with new designs. The fellow 
who has not already done this should do it at once and 
the quicker he does put it into effect, the better off he 
will be.” 


N. E. Hascall, 
President, The J. J. Freeman Co., Toledo, Ohio: 


“Our own institution came into the fall business under 
different circumstances than the majority of institutions 
of our type in the country. We opened the new institu- 
tion on October 1, 1930, with an entire new stock of 
merchandise. This new stock was purchased at a very 

(Turn to page 149) 
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window display 

by including 
more birthstone 
jewelry. A neatly 
printed card should 
give some interesting 
facts about blood- 
stones. The aquama- 
rine is the alternate 
stone. Includeitinad- 
vertising and display. 


5 Change your 


The feminine 

mind worships at 

the shrine of 
style. It is the great- 
est thing in retail 
selling. Start the 
week by featuring 
the latest fads of the 
designers’ art. Show 
new jewelry for 
spring costumes. 


Call your 
13 salespeople 

together and 
stress the possibili- 
ties of suggestive sell- 
ing. Your silverware 
campaign should 
produce Saturday re- 
sults. Be ready with 
a business pulling ad- 
. vertisement for your 
local papers. 


March bows to 

Springtime. 

Monday is the 
first trading day. Get 
in stride with the 
“1931 America For- 
ward March” parade. 
Plan to make every 
day count. Let style 
appeal move the pub- 
lic into your store. 


children in your 

appeal for more 
business. Nothing 
will delight them 
more than a birth- 
stone ring, necklace 
or bracelet. Play this 
up in your advertis- 
ing and suggest it to 
visitors. 


6 Don’t forget the 


Silverware is 
10 always in de- 

mand. Adver- 
tise it for March 
wedding gifts. Fea- 
ture new patterns in 
your window dis- 
plays. Send out an 
attractive letter to a 
selected list of pros- 
pects urging them to 
inspect your stock. 


Now for 
14 your week 

end_ selling 
drive. Make a special 
effort to bring peo- 
ple into your store. 
Ask your clerks to 
invite their friends. 
Work for a “Silver 
Day” record on your 
sales sheets. 


Be ready to 

start a consistent 

campaign for 
birthstone _ business. 
This is your special 
opportunity. 
No other store can 
invade your field. 
The bloodstone is the 
March birthstone. 
Advertise and display 
them. 


You should be 

busy on Satur- 

day cashing in 
on your efforts to in- 
terest the public du- 
ring the week. Offer 
a few specials at at- 
tractive prices and 
clean out some slow 
moving stock. 


Follow up 
| | your = silver- 

ware cam- 
paign by showing a 
correctly set dinner 
or luncheon table in 
your store. Give this 
event- proper  pub- 
licity and center at- 
tention on new pat- 
terns for the spring 
trade. 








Keep up public 

interest in the 

birthstone of the 
month. This appeal 
can be made most 
attractive. The birth- 
stone fills the desire 
to possess and wear 
something particular- 
ly appropriate to the 
individual. Stress this 
fact. 


Start a “win- 
| dow sale” of 

a few pieces 
of Sterling and plat- 
ed ware. Price them 
low enough to attract 
buyer attention and 
reduce the price 
each day until they 
are sold. This should 
attract additional 
sales. 


Now you 
16 are starting 

the third 
week. The first day 
of spring is just 
ahead. Don’t neglect 
the style urge in your 
advertising and win- 
dow displays. Fea- 
ture new costume 
jewelry and _ wrist 
watches. 
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St. Patrick’s 
17 Day offers a 

selling op- 
portunity. Be ready 
with an appropriate 
window display. Use 
an emerald green 
background with 
miniature harps, shil- 
lelahs, etc. Show 
emeralds and other 
green gems. 


Advertise 
y l your spring 

opening to 
be held on Monday. 
Offer attractive val- 
ues and the latest 
creations in your 
newspaper copy. Fea- 
ture pocket and wrist 
watches and watch 
attachments in your 
window displays. 


Adapt the 
95 style idea to 

your spring 
selling campaign 
wherever __ possible. 
Jewelry, clocks, sil- 
verware, watches and 
gift merchandise all 
lend themselves to 
this plan. Feature 
new gifts for the 
home today. 
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A letter to 
l $ your mailing 

list will call 
attention to your 
clock department. 
Get your share of 
this business. Elec- 
tric clocks offer big 
sales opportunities. 
A window display 
and brisk advertising 
will show results. 


Get after the 
26 Easter jewel- 

ry business. 
Easter falls on April 
5 this year. It is 
time to start your 
campaign. Send out 
a carefully prepared 
letter today to a list 
of prospects. 


Be ready 
30 with an ag- 

gressive 
Easter selling cam- 
paign. Now is the 
itme to make your 
windows _ especially 
attractive. Easter 
lilies and other flow- 
ers for the displays 
and store counters. 


Keep your 
| 9 repair de- 

partment in 
the public eye. Ad- 
vertise the service by 
direct mail and in 
your newspapers. Of- 
fer to remodel out- 
of-date jewelry and 
feature your watch 
service. 


Spring is 
2 here. Have 

everything in 
order for _ today’s 
business. Fresh flow- 
ers in the windows 
and on counter cases, 
with new and attrac- 
tive stock. Show cos- 
tume and more ex- 
pensive jewelry on 
living models. 


; Make today 
ya men’s jewel- 


ry day. Pre- 
pare a window dis- 
play with the style 
appeal a feature. 
Show men’s pocket 
and wrist watches, 
scarf pins, watch 
chains, rings, gold 
knives, cigar cutters, 
dress shirt sets. 


Keep up the 
31 pressure on 

costume and 
fine jewelry for 
Easter. Put the style 
appeal into your 
window displays and 
advertise your fine 
jewelry for the 
Easter trade. Time 
to increase your ad- 
vertising space. 





Devote today 
2() to your gift 

stock. Dis- 
play some of your 
latest offerings in 
show windows and 
on tables. If you have 
old merchandise on 
hand move it out at 
reduced prices. 


Springtime is 
94, jewel time. 

Feature fine 
diamond jewelry and 
gem studded wrist 
watches. Show the 
new dress shades with 
appropriate costume 
and fine jewelry in 
your windows. Play 
up Easter buying in 
advertising copy. 


Saturday 
28 should find 

you ready 
for another week end 
sales drive. Display 
fine perfumes and 
advertise your store 
as headquarters for 
Easter buyers. A let- 
ter to a selected list 
will increase sales. 









-—  - 


Simplicity and elegance, 

dominating factors. 

New designs show many 

motifs and increased use 
of, colored stones. 


Vv WT W 


By MADAME HAMILTON JEFFRIES 


I, is true that 
1930 did not prove a prosperous year for the makers of 
fine and artistic jewelry, but even though the industry 
tended to slow down from a business standpoint, new art 
impulses however continued and are continuing as a 
potent force in shaping the products for the coming year. 
Many of the motifs and tendencies born in last year’s 
season of stagnation will probably come to fruition during 
the coming 12 months and it is safe to say that jewelry, 
particularly the fine American jewelry of 1931, will rank 
artistically with those of any previous year. 

The floral motifs manifest in the past seasons are again 
strongly in evidence and thereby will give a stimulation 
to color effects to a greater extent than ever before. This 
is particularly true in the ruby, the emerald, and some of 
the sapphire jewelry, where the floral motif and color 
scheme are carried out in entire sets, necklaces, bracelets, 
and even earrings and clip pins. 

The clip pin, by the way, which sprang into popularity 
last year will probably have even a bigger hold this year 
and will be seen in many more designs and styles. In 
nearly all instances, it will be made in units, generally 
pairs, which can be used separately or combined to form 
the brooch or jabot pin. The demand for these clip pins 
is reported by the leading jewelers as growing as the 
months go on and a greater variety will be found during 
the summer and fall to meet the call that is coming from 
the public. 

Other articles which showed signs of revival during 
the past year are hair ornaments. There is a tendency 
to use these in a simple, modest way, but not much head- 
way has been made so far this year. 

A number of smaller pieces in the way of odd shaped 
animals in jewels, are called for and will be seen in 





TREND OF FINE JEWELRY 






This pair of clip brooches 
joined by a festoon of rubies 
and diamonds brings fashion’s 
latest dictum to the fore. 


greater variety during the season. Also some novel forms 
of short tooth hair combs. In the less expensive necklaces 
draped effects are popular. 

The popularity of the emerald and ruby is proving 
highly satisfactory and this is expected to increase greatly 
as the business world gets into its normal stride and sales 
of fine gems become better. With this, we have the call 
for polychromatic jewelry, the pieces set with many 
colored stones in artistic motifs. 

The consensus of opinion of a number of the leading 
retailers as well as the manufacturers seen in the past 
week, indicated that the tendency in design toward the 
modern art motifs is decreasing rather than increasing. 
In fact, the influence of l’art moderne in jewelry is per- 
haps much less here than abroad and much less in jewelry 
than in other lines of decorative art. The change in 
women’s fashions to the more feminine styles has pro- 
duced a demand for curves and graceful lines which we 
will see more and more in the way of revival of jewelry 
forms of former years in settings that are up-to-date. For 
platinum has given an opportunity to develop jewelry 
designs in much more beautiful contour and workmanship 
than were possible in the old days when gold was the 
only metal used to hold precious stones. 


Petkape the most 
distinctly modern motifs in jewelry will be found in all- 
diamond pieces which are still in great demand and which 
will be produced this year in more graceful forms than 
ever before even among those that follow the pronounced 
geometrical lines. 

As was noted by those who have studied the demand of 
the winter season, milady’s dresses emphasizing the more 
(Turn to page 101) 
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IN 1931 








The use of the 
star ruby in the 
spray brooch pro- 
duces an enviable 
effect in this new 
stylized design. 


Modernism in this 
choker pendant is 
expressed by the 
modish settings of 
fancy diamonds. 


With the bloom- 
ing of spring fash- 
ions in modern 
jewelry this fancy 
diamond = spray 
brooch comes as an 
unique expression 
of nature in the 
medium of precious 
stones. 








The individual beauty of the 

pearl is accentuated in this 

charming platinum setting 
of modern design. 
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Staging a successful 
jewel and style show requires tireless energy, a heroic 
heart, and no end of detail, and a complete plan which 
must be accurately carried out. In most cases it has 
proved to be a man’s sized job, but in this instance we 
present a complete accomplishment, the sole result of a 
woman’s effort—Luella H. Koons, owner of Koons’, Inc., 
prominent jewelers of Atlantic City, N. J. 

“T like to think of the ‘Jewel and Style Show’ as a 
sales promotion idea,” said this aggressive and enterprising 
young woman. “When I refer to sales promotion I use 
the expression as it refers to selling merchandise in the 
jewelry store. We traced direct sales as a result of the 
show. We have found no yard-stick with which we can 
measure the inestimable amount of store prestige derived 
from this event. The intangibles were many, the results 
being more than satisfactory. So successful, in fact, that 
in the future we will make it an annual event. 

“Allow no one to deter you from your purpose after 
you determine to stage a style show. You will have many 
obstacles to hurdle but no aggressive movement in promo- 
tion or selling that is worth while has ever been accom- 
plished without a persistent spirit of achievement. We 
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SHE STAGES 
THAT 


Mrs. Luella H. Koons, fair jeweler of Atlan- 
tic City, president and treasurer of Koons Inc., 
has conclusively demonstrated the great impor- 
tance of femininity in merchandising. Disre- 
garding the discouraging comments of advisors, 
this young woman gave her initiative, ingenuity 
and enthusiasm full play and, unaided by any- 
one, put on a style show that turned the full 
attention of the Atlantic City smart set to 
jewelry. 


decided to hold our show in November to stimulate the 
Christmas business. In our opinion this is the most 
practical time. 

“Featuring men’s styles as well as women’s was one of 
the principal reasons for the tremendous success of the 
show. Making an appeal to men created an interest that 
was really surprising. In organizing a show it is neces- 
sary to secure the cooperation of a smart women’s wear 
shop and an outstanding men’s wear establishment. This 
solves your problem of having the type of clothes that 
lends a background for the display of elaborate jewels. 

“Choose the best hotel or club, if possible, in which to 
hold your show. It lends an atmosphere that emphasizes 
the importance of the event and adds prestige to your 
store. We selected an exclusive board-walk hotel, using 
an auditorium that seated 1000 people. 

“Practically all of our business emanates from the per- 
manent residents of Atlantic City and not the transients. 
In making up our list of invitations we knew where to 
direct our appeal. Our mailing list and those of the best 
clubs and a few of the service organizations were used. 
Admission was by ticket only, inclosed with the invitation. 

“Six men’s models and eight women’s models were used. 
A word about selection of the models: Secure, if possible, 
some of the socially prominent young women of the com- 
munity. Don’t experiment with amateurs. 

“The show lasted two hours, the models exhibiting 
styles that ran the complete gamut of fashion trends. The 
models paraded on a runway that was 14 inches from the 
floor. This is important, because with greater height it 
would be impossible to scrutinize the jewelry. 

“As each model appeared a detailed description was 
given of the jewels, the gowns and the styles and colors 
with which the jewels could best be worn. We were 
particularly careful not to hang all the jewelry possible 

on the models. One can over-dress in jewels as well as 
in clothes. We wanted the jewelry expressive of the 
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You can stage a style show 
without increasing your advertis- 
ing expenditures. This show was 
arranged and paid for by revising 


the advertising budget and elimi- 


nating other forms of publicity. 
Will a style show prove more 
profitable to you than some of 


: 

; 

: 
) 
' 
‘ 
: 


personality of the models and to harmonize with the 
clothes worn. 

“The entire two-hour performance was broadcast over 
radio station WPG, Atlantic City, N. J. During the 
broadcast spot announcements were made giving the 
names of those sponsoring the style show. ‘This offered 
tremendous publicity advantages for our store. 


a the jewelry, having 
people back stage to check the jewelry both before and 
after each runway appearance, the routine of having the 
models appear in proper order and a multitudinous 
amount of work is involved. But all of this sinks to in- 
significance when you know that it accomplishes its pur- 
pose and its purpose is increased business and profit.” 

In addition to being an alert operator of a jewelry 
store, Luella H. Koons is secretary of the New Jersey 
Retail Jewelers’ Association, the first woman ever ad- 
mitted to the organization. She also broadcasts talks on 
the personality of jewelry. Her ideas are advanced, her 
methods of merchandising, modern. 
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your present advertising? It did 
in this case. 












Here is the energet- 
ic, enterprising young 
woman who staged the 
jewel style show and 
planned every detail 
in making it an out- 
standing success, as 
seen by the atten- 
dance in the photo- 
graph above. It fo- 
cused attention upon 
her store, made new 
customers and added 
business. 











Our 62 Years’ Service 
HEN, in 1869, the first of the 


four important papers that 
form the roots of the present JEWEL- 
ERS’ CIRCULAR was founded, business 
was simple, the jewelry business es- 
pecially so. A simple knowledge of 
watchmaking; a simple knowledge of 
gems and precious metals was all that 
was needed to get on. Merchandis- 
ing, as we know it today, was un- 
known. 

The American Horological Re- 
view, and later THE JEWELERS’ Cir- 
CULAR, with which it was merged, 
gave this knowledge to the jeweler 
and led him to higher and better 
standards of business practices, but 
these practices would prove simple 
and ineffective in the business world 
today. 

As business developed in the past 
three score years, “THE JEWELERS’ 
CircuLar has attempted to fulfil the 
duty of leadership, giving more and 
more information, both about the in- 
dustry itself and methods of mer- 
chandising. ‘Though other journals 
appeared in the field, from time to 
time, and helped develop new view- 
points in business as they arose, THE 
JEWELERS’ CIRCULAR continued its 
leadership and gradually absorbed 
them, retaining the features that had 
given strength and popularity to its 
erstwhile competitors. 

The policy of this journal has been 
ever one of progress—one that would 
keep its subscribers fully informed of 
the facts of the industry and business 
methods, particularly as to the prac- 
tices and methods which are proving 
most successful in the industry. The 
radical changes in the fundamentals 
of the business structure within the 
last few years have caused many 
changes in the editorial form and 
treatment in this journal of matters 
pertaining to the trade, but always 
with the idea of keeping the sub- 

scriber informed as to the latest de- 
velopments in business. Finally, the 
new JEWELERS’ CIRCULAR’ was 
evolved six months ago. 


In its present form, we have been 
endeavoring particularly to aid the 
retail jeweler to develop into the 
merchant in a way that will bring 
the maximum amount of business to 


his store. We have been doing this 
not only by publishing the advice and 
suggestions of the greatest experts in 
the merchandising field, but by show- 
ing the reader graphically and in 
concise form, the way his brother 
merchants in all parts of the country 
are successfully meeting the different 
problems in buying and selling, in 
display and advertising and even in 
financing his business. 


rT —What caused the Ameri- 
can people to lose their 
purchasing power? 
—They haven't lost it, 
they've hoarded it. 

—Is their purchasing pow- 
er still great? 

—Greater than ever be- 
fore. 

—Where have they hoard- 
ed it? 

—Savings bank deposits in 
the State of New York 
alone increased more than 
$400,000,000 during 1930, 
setting a new high record. 
—Wasn’t most of this gain 
made early last year? 
—No, sir! December 1930 
surpassed all previous 
monthly records for the 
increase in savings bank 
business. 

—Wasn’t this great deposit 
made by a few rich 
people? 

—Not by any means! On 
January lst accounts in 
the savings banks of New 
York numbered 5,335,530, 
the most ever recorded 
and representing a gain of 
210,280 during the year. 
—When will this great 
buying power be let loose? 
—Just so soon as the 
people regain confidence 
and believe in and prac- 
tise “1931 America—For- 
ward March.” 














—F. B. Terhune 
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The response to our effort has been 
most gratifying, particularly the evi- 
dence of the appreciation on the part 
of readers coming from all quarters 
of the land. ‘This shows the jeweler 
wants to be a merchant in all that 
the word implies and that he is will- 
ing to listen and to learn, to study 
and to heed the suggestions that come 
from those who have found the 
formula of success at this time. 

On our 62nd Anniversary, we 
want to take this occasion to again 
thank our loyal friends throughout 
the whole land for their aid, coopera- 
tion and encouragement in helping us 
to realize our ambition to be an in- 
stitution more than a business maga- 
zine—a friend and counsellor of the 
members of the industry rather than 
a mere purveyor of interesting and 
readable items. Their support has 
helped us to remain young in thought, 
progressive in spirit and to retain such 
leadership as is based on these quali- 
ties. 


A Partial Victory 


— a fight by mercantile 
interests lasting nearly two 
decades, a price maintenance bill or a 
bill legalizing price contracts was 
passed by the House of Representa- 
tives at the close of last month. But 
this bill, known to the jewelry and 
other trades as the Capper-Kelly Bill 
(from the names of its sponsors in 
the Senate and House), emerged 
from the lower body so plastered with 
amendments as to make it almost un- 
recognizable by its advocates. For, 
in the form it finally passed, it does 
not legalize contracts “to fix or pre- 
scribe the retail price of such necessi- 
ties as meat and meat products, flour 
and flour products, agricultural im- 
plements, tools of trade, canned foods 
and vegetables, all clothing, shoes and 
hats.” What is more, under Section 
2, price maintenance contracts must 
contain the implied condition 

“(b). That the vendee may sell at 
a price below the stipulated resale 
price which yields not less than 20 
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per cent over the actual bona fide 
purchase price paid by him.” 

These are but a few of the amend- 
ments that have made the opponents 
of the measure express their opinion 
that as passed it is practically in- 
operable. However, the bill even in 
its amended form can be taken as evi- 
dence that Congress has felt the 
weight of dealer and public opinion 
that something must be done to take 
away the stamp of illegality from 
any contract that refers to the ques- 
tion of maintaining price. Represen- 
tative Kelly and other friends of the 
bill are attempting to have the bill 
perfected when it gets to the Senate 
and the devitalizing effect of some of 
the House amendments overcome. An 
attempt will be made to get some ac- 
tion at this session. 

Passage of the bill is a declaration 
of public policy by the House which 
negatives the Supreme Court’s inter- 
pretation of the Sherman Act in the 
Dr. Miles case. The contractual 
right to fix prices which the Supreme 
Court denied is upheld. 


Wholesalers Attack Great 
Trade Evil 


HE way of the pseudo whole- 

saler, like that of the transgressor, 
will no doubt be a hard one, if the 
plans of our trade organizations in 
fighting this business offender are even 
in part successful. As told in our 
last issue, the American National Re- 
tail Jewelers’ Association, through its 
counsel, some time ago, started on a 
campaign to gather evidence on which 
it will endeavor to have the Federal 
Trade Commission declare whole- 
salers’ retailing to be unfair competi- 
tion, and on the same line, the Na- 
tional Wholesale Jewelry Trade As- 
sociation is working also to stir up 
the activity of the Federal Trade 
Commission to meet the evil. 

This latter organization, as told in 
another column, has put up squarely 
to the Federal Trade Commission, a 
general complaint against the actions 
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of certain pseudo “wholesalers,’’ who 
are nothing more than retailers mas- 
querading as jobbers or manufactur- 
ers, in an endeavor to get the trade 
of the buying public on the plea that 
they can sell on better terms than the 
ordinary retailer. The complaint 
filed by the officers of the National 
Wholesale Jewelry Trade Associa- 
tion with the Federal Trade Com- 
mission attacks the misrepresentations 
of these pseudo wholesalers from the 
general standpoint of their illegality 
under the Federal Trade Commission 
Act, and asks the Commission to take 
formal action that will stop the spread 
of this abuse. The complaint not 
only cites legal decisions showing that 
is unfair com- 
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petition and subject to regulation as 
such, but also cites action of the Com- 
mission itself in issuing orders to 
cease or desist in particular instances 
of the kind that have been brought to 
its attention. 

It is to be hoped that the Federal 
Trade Commission will see its way 
clear to act soon upon the complaints 
of our organizations and that eventu- 
ally it will take decisive action on the 
general subject of the unfair compe- 
tition that the retailer suffers through 
solicitation of consumer business by 
manufacturers, wholesalers and those 
who masquerade as such. If the re- 
tailer, as such, is to continue in busi- 
ness, something must be done in this 
regard and done at once. 








Our 62 Years’ Service 


HEN, in 1869, the first of the 

four important papers that 
form the roots of the present JEWEL- 
ERS’ CIRCULAR was founded, business 
was simple, the jewelry business es- 
pecially so. A simple knowledge of 
watchmaking; a simple knowledge of 
gems and precious metals was all that 
was needed to get on. Merchandis- 
ing, as we know it today, was un- 
known. 

The American Horological Re- 
view, and later THE JEWELERS’ Cir- 
CULAR, with which it was merged, 
gave this knowledge to the jeweler 
and led him to higher and _ better 
standards of business practices, but 
these practices would prove simple 
and ineffective in the business world 
today. 

As business developed in the past 
three score years, THE JEWELERS’ 
CirRcULAR has attempted to fulfil the 
duty of leadership, giving more and 
more information, both about the in- 
dustry itself and methods of mer- 
chandising. ‘Though other journals 
appeared in the field, from time to 
time, and helped develop new view- 
points in business as they arose, THE 
JEWELERS’ CIRCULAR continued its 
leadership and gradually absorbed 
them, retaining the features that had 
given strength and popularity to its 
erstwhile competitors. 

The policy of this journal has been 
ever one of progress—one that would 
keep its subscribers fully informed of 
the facts of the industry and business 
methods, particularly as to the prac- 
tices and methods which are proving 
most successful in the industry. The 
radical changes in the fundamentals 
of the business structure within the 
last few years have caused many 
changes in the editorial form and 
treatment in this journal of matters 
pertaining to the trade, but always 
with the idea of keeping the sub- 
scriber informed as to the latest de- 
velopments in business. Finally, the 
new JEWELERS’ CIRCULAR’ was 
evolved six months ago. 





In its present form, we have been 
endeavoring particularly to aid the 
retail jeweler to develop into the 
merchant in a way that will bring 
the maximum amount of business to 


his store. We have been doing this 
not only by publishing the advice and 
suggestions of the greatest experts in 
the merchandising field, but by show- 
ing the reader graphically and in 
concise form, the way his brother 
merchants in all parts of the country 
are successfully meeting the different 
problems in buying and selling, in 
display and advertising and even in 
financing his business. 


T —What caused the Ameri- 
can people to lose their 
purchasing power? 
—They haven’t lost it, 
they've hoarded it. 

—lIs their purchasing pow- 
er still great? 

—Greater than ever be- 
fore. 

—Where have they hoard- 
ed it? 

—Savings bank deposits in 
the State of New York 
alone increased more than 
$400,000,000 during 1930, 
setting a new high record. 
—Wasn’t most of this gain 
made early last year? 
—No, sir! December 1930 
surpassed all previous 
monthly records for the 
increase in savings bank 
business. 

—Wasn’t this great deposit 
made by a few rich 
people? 

—Not by any means! On 
January lst accounts in 
the savings banks of New 
York numbered 5,335,530, 
the most ever recorded 
and representing a gain of 
210,280 during the year. 
—When will this great 
buying power be let loose? 
—Just so soon as the 
people regain confidence 
and believe in and prac- 
tise “1931 America—For- 


ward March.” 














—F. B. Terhune 
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The response to our effort has been 
most gratifying, particularly the evi- 
dence of the appreciation on the part 
of readers coming from all quarters 
of the land. This shows the jeweler 
wants to be a merchant in all that 
the word implies and that he is will- 
ing to listen and to learn, to study 
and to heed the suggestions that come 
from those who have found the 
formula of success at this time. 

On our 62nd Anniversary, we 
want to take this occasion to again 
thank our loyal friends throughout 
the whole land for their aid, coopera- 
tion and encouragement in helping us 
to realize our ambition to be an in- 
stitution more than a business maga- 
zine—a friend and counsellor of the 
members of the industry rather than 
a mere purveyor of interesting and 
readable items. Their support has 
helped us to remain young in thought, 
progressive in spirit and to retain such 
leadership as is based on these quali- 
ties. 





A Partial Victory 


FTER a fight by mercantile 
interests lasting nearly two 
decades, a price maintenance bill or a 
bill legalizing price contracts was 
passed by the House of Representa- 
tives at the close of last month. But 
this bill, known to the jewelry and 
other trades as the Capper-Kelly Bill 
(from the names of its sponsors in 
the Senate and House), emerged 
from the lower body so plastered with 
amendments as to make it almost un- 
recognizable by its advocates. For, 
in the form it finally passed, it does 
not legalize contracts “to fix or pre- 
scribe the retail price of such necessi- 
ties as meat and meat products, flour 
and flour products, agricultural im- 
plements, tools of trade, canned foods 
and vegetables, all clothing, shoes and 
hats.””’ What is more, under Section 
2, price maintenance contracts must 
contain the implied condition 
“(b). That the vendee may sell at 
a price below the stipulated resale 
price which yields not less than 20 
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per cent over the actual bona fide 
purchase price paid by him.” 

These are but a few of the amend- 
ments that have made the opponents 
of the measure express their opinion 
that as passed it is practically in- 
operable. However, the bill even in 
its amended form can be taken as evi- 
dence that Congress has felt the 
weight of dealer and public opinion 
that something must be done to take 
away the stamp of illegality from 
any contract that refers to the ques- 
tion of maintaining price. Represen- 
tative Kelly and other friends of the 
bill are attempting to have the bill 
perfected when it gets to the Senate 
and the devitalizing effect of some of 
the House amendments overcome. An 
attempt will be made to get some ac- 
tion at this session. 

Passage of the bill is a declaration 
of public policy by the House which 
negatives the Supreme Court’s inter- 
pretation of the Sherman Act in the 
Dr. Miles case. The contractual 
right to fix prices which the Supreme 
Court denied is upheld. 


Wholesalers Attack Great 
Trade Evil 


HE way of the pseudo whole- 

saler, like that of the transgressor, 
will no doubt be a hard one, if the 
plans of our trade organizations in 
fighting this business offender are even 
in part successful. As told in our 
last issue, the American National Re- 
tail Jewelers’ Association, through its 
counsel, some time ago, started on a 
campaign to gather evidence on which 
it will endeavor to have the Federal 
Trade Commission declare whole- 
salers’ retailing to be unfair competi- 
tion, and on the same line, the Na- 
tional Wholesale Jewelry Trade As- 
sociation is working also to stir up 
the activity of the Federal Trade 
Commission to meet the evil. 


This latter organization, as told in 
another column, has put up squarely 
to the Federal Trade Commission, a 
general complaint against the actions 
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of certain pseudo “wholesalers,’’ who 
are nothing more than retailers mas- 
querading as jobbers or manufactur- 
ers, in an endeavor to get the trade 
of the buying public on the plea that 
they can sell on better terms than the 
ordinary retailer. The complaint 
filed by the officers of the National 
Wholesale Jewelry Trade Associa- 
tion with the Federal Trade Com- 
mission attacks the misrepresentations 
of these pseudo wholesalers from the 
general standpoint of their illegality 
under the Federal T’rade Commission 
Act, and asks the Commission to take 
formal action that will stop the spread 
of this abuse. The complaint not 
only cites legal decisions showing that 
is unfair com- 
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petition and subject to regulation as 
such, but also cites action of the Com- 
mission itself in issuing orders to 
cease or desist in particular instances 
of the kind that have been brought to 
its attention. 

It is to be hoped that the Federal 
Trade Commission will see its way 
clear to act soon upon the complaints 
of our organizations and that eventu- 
ally it will take decisive action on the 
general subject of the unfair compe- 
tition that the retailer suffers through 
solicitation of consumer business by 
manufacturers, wholesalers and those 
who masquerade as such. If the re- 
tailer, as such, is to continue in busi- 
ness, something must be done in this 
regard and done at once. 





HOW OTHERS 





F is said that 
Boston is one of the best antique silver towns in the 
country. Many well to do people from other cities make 
it a point to shop the Boston stores that specialize in 
antiques. Frederick T. Widmer says that many of the 
new brides, as well as the old families, are always in the 
market for old silver that has a history. Many jewelers, 
he says, are in a position to unearth old pieces, but very 
few take the trouble to pick them up. Some jewelers 
feel that there is not enough demand for the antiques to 
bother with them. This is where they make a mistake, 
as the sale of an old authentic fine piece will pay a far 
handsomer profit than the sale of some of the modern 
patterns. When old silver comes to a jeweler’s attention, 
Mr. Widmer advises consulting some expert before turn- 
ing down the transaction. 


tte accompanying newspaper 
advertisement, written in shorthand, met with an imme- 
diate response and the results were more than satisfactory 
from the standpoint of H. S. Lewis, manager of Castel- 
berg’s, Washington, D. C. 

The stenographers, one of whom wrote this transcrip- 
tion, proved to be of a superior class; 90 per cent were 
new customers and all were pleased with the treatment. 

The costume chokers in assorted styles were on display 
and the customers were permitted to make their own 
selection. A few people made purchases but no attempt 
was made to sell anything. 

Each girl was also given a $2.50 check, good on a $15 
purchase, if they cared to use them at any time. 

The translation of the advertisement is as follows: 

“September 15, 1930. 
“Dear Stenographers: 
“Free! 

“To the first five hundred stenographers who 
bring in a correct transcription of this letter, we 
offer a beautiful costume choker without charge! 

“We make this offer in an effort to become 
better acquainted with the stenographers of 
Washington. 

“You will not be asked to make any pur- 
chase! Make the transcription immediately— 
and girls, watch your punctuation! 

“Yours cordially, 
“CASTELBERG’S.” 





These are practical days. Ideas that will 
move goods for somebody else may move 
goods for you. Try some of these—the 
best of the month selected by our field 
editor following his recent trip into every 
state in the Union. 


4 anaes te 
peeeeeeoeseeeeeeeene 
Shew this to your Stenographker! 








-_ J. Vander Zanden 


Green Bay, Wis., comes a very simple and practical idea 
for maintaining a balanced silver stock. It consists of a 
card three and a quarter by six inches, on which is listed 
the various items. One of these for each pattern is 
tacked on the wall in the reserve stockroom. As goods 
are taken from the reserve, the amount is deducted from 
the penciled figures. 

These cards are checked once a week, under ordinary 
selling conditions, so that reorders are always on the 


-| Knives, Hollow Hindle. Siz 
Forks to match Knives... Six 








_| Carving Set... pane 
Kavves, solid handle with 
. 7 forks to match six each. | 


J. Vander Zanden . 
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way. <A proper amount of stock to be carried on each 
item has been worked out. 


a 

ervice in the broadest 

sense of the word should be the keynote of every worth- 
while jeweler,” says Henry W. Rank, Rank & Motteram, 
Milwaukee. That, and offering for sale what the public 
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really demands, not what the jeweler wants to sell, is 
about all there is to the retailing of jewelry, he adds. 
There is no word that is more abused than service. 

The radio broadcasting of time is considered just as 
much of a part of the store’s service, as is seeing that 
every job that was promised at a certain time, is properly 
completed and delivered before the hour agreed upon. 

Perhaps the three signs in the Rank & Motteram store 
illustrate this firm’s method of doing a charge business. 

“There is no added cost to our Extended Payment 
Plan.” 

“Extended charge accounts to responsible purchasers 
are welcome here.” 

“Purchases made under our Extended Charge Plan 
cost you no more than if you pay cash.” 


A bit of institutional 


advertising used by a Tennessee jeweler has caused many 
favorable comments. It was a 10 x 14-inch folder insert 
printed on good coated stock, and the object of the adver- 
tising was clearly stated in the headline and first para- 
graph: “We want you to become better acquainted with 
each member of this organization, whose courtesy and 
ability to serve you make buying here a real pleasure. In 
presenting this little folder to our friends and customers, 
it is our purpose not only to feature a few of the many 
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new things that we now have in stock for your approval, 
but also to introduce the individual members of the 
organization to you, feeling sure that a closer acquaintance 
will prove of mutual benefit.” 


[, the opinion of 
Harry E. Stout, Springfield, Ill., jeweler, it is mighty 
good insurance to have a C.P.A. go over the books and 


eres: a eS tl? & id 
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check stocks once a month for a statement. Not that a 
store does not have competent office help, but having an 
outsider who knows his business, will cause many inter- 
esting lights to be thrown on the financial aspects. If a 
jeweler heeds these, it will surely be the cause of his 
making more net profits in the course of a year. 











Springtime Brings Fresh Jeweled 


1—Carré watch for men or women. 
Springs open by pressing the catch. 
Illuminated dial. 


2—Women’s cigarette case of woven 
green and yellow gold. When case 
is opened cigarettes are raised. 

3—Clasp of carved jade and gold with 
black enamel. 


4—Necklace of carved jade. The gold 
links are in green and black enamel. 


5—Bracelet of moonstones and carved 
lapis. 


6—Baguette watch, actual size, 
of white and red gold. 





Last season saw the changing over of the 
accepted thought in modern design. As the 
Empire Period was accepted with the lines 
and femininity of that era, dress and jewelry 
changed simultaneously. Carved or engraved 
creations in floral bud and open design motifs 
and stones in smooth polished ovals in simple 
and effective mountings became popular. 


The odd pieces of utility jewelry remain 
ornate as if to decorate the severely plain or 
tailored type of frock. Basket work effects, 
SO smart in costumes for southern wear and 
for the advance seasons, are being used in 
pocket cases and cigarette containers. The 
vogue for animal pins seems to concentrate on 
dogs this season. Dogs, in fact, have been 


By MADAME 


ce XS 
A Seay 


e, 


| 





7, 
Li 


se 
4, 
Y 
J 
4, 
, 


iZ 
‘4 
A, 


Ts ==) 











NY \) 
00 —————+ . ey CSN y, 
ee eee) |) Send £2. SS: a oe | Bees Be ene : 





6 
86 





for March, 1931 












used on bracelets and pins for two seasons 
and yet continue in the public favor. 


Because of the vast amount of blue woolen 
in navy tones that has been cut up for the 
garment trade, lapis comes strongly into the 
daytime picture as do jade, emeralds and all 
tones which blend with green. Pastels con- 
trasting white are popular for southern wear 
and therefore coral and turquoise will be worn 
for casual wear. 


Every jeweler should remember that this 
season anticipates contrasts and he should get 
this idea before the public in his advertising 
and window decorations. By so doing, he 
allows himself the leeway of suggesting dif- 
ferent pieces in stock when the same color 
tone is not available. 


HAMILTON JEFFRIES 
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Offerings for Feminine Approval 


7—Diamonds with black and green en- 
amel are used in this ornament. 























8—Sailfish motif ornament of diamonds 
with blue and black enamel. 


9—Clasp of gold, turquoise and dia- 
monds. 


10—Gold, turquoise and pearl brooch. 
11—Turquoise and gold necklace. 


12—Ring and earrings of carved turquoise 
and white gold. 


13—Gold and turquoise bracelet. 


14—Jeweled Chateau of emeralds, 
diamonds and onyx. 
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This applies to any unit, dollars, items, 


Monthly Sales X 13 + Stock = Yearly Turnover 
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To find the yearly rate of turnover locate the stock 


on hand down the left hand column and the monthly sales 
across the top. The figure where these two lines cross is the 


S8365 


For instance, if monthly sales are $492.70 and retail stock 


is $5303.40, strike off the last three figures of each number. 


Fig. 1. 
49 monthly sales against 530 stock is 1.1 (one and one-tenth) 


rate of turnover. 
times turnover. 
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MURRAY 


FRENCH 


4d 
And furthermore, Old Vet, 


I’d never have made any money in the jewelry business if 
I hadn’t been such a dyed-in-the-wool baseball fan.” 

Don Patty, the jeweler, was having a fanning bee with 
his pipe smoking friend, the Old Veteran, long since re- 
tired from the jewelry game. 

“You know how a baseball fan watches the averages,” 
Don went on. “I couldn’t help noticing how part of the 
players’ averages were always below the team’s average, 
and part of ’em always above. Then, for instance, if 
the center fielder’s averages were low for any length of 
time, the manager did something about that center fielder. 

“The fact that the team was winning didn’t keep him 
from making a change in center field. By the time that 
spot was fixed up, maybe the third baseman was slipping. 
Running a baseball team, I could see, was a continuous 
process of finding the weak spots and correcting them. 


See?” 

“Sure, I see,” the Old Veteran nodded, “ but where 
does the jewelry business come in?” 

“Well, I got to thinking one night. Couldn’t sleep, 
you know. It dawned on me that the jewelry game is 
no different from baseball. Got about nine departments, 
each playing a different part of the game of profit making 
for the store. 

“But just because my store as a whole was making 
money didn’t prove each department was earning its just 


The expense of each department 
differs from the average expense of 
the store as a whole. It varies mainly 
according to turnover. In a store 
whose yearly expense is 37% with a 
one and one-half time turnover, a 
department having a three time turn- 
over probably costs less than 30% 
of its sales instead of 37%. But a 
department having only one turnover 30% 
no doubt incurs an expense of about 


45%. 35% 


EXPENSE 


30% 


THE JEWELERS’ CIRCULAR 89 


for March, 1931 


DE ZN 






THE JEWELRY BUSINESS 





Merchants figure expenses against their sales 

simply because only frem sales comes the cash 

to pay those expenses. Correctly speaking, 

possibly two-thirds of all expenses should be 

charged where they belong, to UNSOLD 
stock. 


share of that profit. Some were undoubtedly big winners 
and some big losers. It couldn’t be otherwise. 

“Ordinary common sense said I should locate my los- 
ing departments and correct whatever was wrong.” 

“And you found it not such an easy job,” the Old 
Veteran ventured with a sly wink. “Not nearly so easy 
as just sittin’ on a stool behind the watch counter during 
leisure hours, just sittin’ and thinkin’, sittin’ and thinkin’, 
like so many jewelers do.” 

“You guessed it,” Patty agreed. “First I went around 
town to see if I could pick up any ideas on departmentiza- 
tion. Most of the information I got was negative—it 
couldn’t be done too much trouble—terribly expensive 
besides, what’s the use. All, of course, from folks who 
had never tried it. 





4d 
, of the brothers said 


that was fine for a big store but not for a small one. And 
when I asked ‘why.’ not one of them had an answer. I 
still can’t see why. Departmentizing really seems more 
vital to a small store where resources are more limited. 
Yet the big stores are the ones that departmentize, not 
because they are big, but because they are smart. 

“Some said a jewelry store has no departments. It 
handles only one thing, jewelry. However, I presume 
there’s not a single department store in the country that 
doesn’t keep complete separate accounts on shoes, mil- 


(Turn to page 121) 


[Fig. 2] 
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“W. had definite aims 


in staging our ‘Pageant of Jewelry’ and I think we have 
accomplished those aims. The ‘Pageant’ is an event that 
any jeweler might stage with good results, I confidently 
believe,” says Max Strasburg, well known Hollywood 
jeweler, located at 6730 Hollywood Boulevard. 

“Let me tell the methods first. People were asked to 
bring their antique jewelry to our store and enter it 
in competition for prizes, the pageant to continue for two 
weeks, the first two weeks of October. A three-stone 
wedding diainond ring was offered to the person register- 
ing the oldest wedding ring; a $45 watch to the person 
registering the oldest man’s watch; a $50 diamond ring 
was offered to the person registering the oldest piece of 
jewelry, regardless of the kind of article; and a $45 watch 
to the person registering the oldest woman’s watch. 

“We were careful in choosing judges. The judges 
were: Lawrence Grant, actor, author, artist, and photog- 
rapher, vice-president of Hollywood’s famous Masquers’ 
Club; Henry Clive, internationally known artist, and 
Don Long, editor of the Hollywood News. The promi- 
nence of the judges gave prestige to the pageant. 

“Jewelers in staging an event like this will do well to 
keep in mind the fact that the actual intrinsic value of 
such jewelry is but a fraction of the sentimental value 
and that insurance covering the sentimental value is not 
obtainable. As a matter of precaution, therefore, no 
valuation was stipulated on the registration blank. 

“Tn our pageant 260 articles of jewelry were registered. 
One article for which the owner claimed a date as early 
as 1600 B. C., a lava cameo from Pompeii, she stated, 
but since the identity could not be proved and since 
modern work showed on the piece, it did not win an 
award. 

“One set (shown in accompanying illustration) con- 








JEWELRY 
THAT 
TO 


Max Strasburg, Hollywood jeweler, de- 
velops unusual sales promotion ideas 
to increase sales and build prestige for 
his store. In this article he unfolds a 
plan that resulted in added customers 
and profit. By following the details 
described in this story a similar event 
can be staged by other jewelers. 


sisting of la Valliere, shoulder pins, earrings, brooch, and 
adjustable bracelet, was valued by the owner at $2,000; 
the same person entered another set of genuine Russian 
emeralds and Russian pearls and included with it a letter 
of presentation showing that the set had been presented 
in 1786. 

“Another set consisted of a pendant equipped with 
nail-pick and ear-spoon bearing the coat-of-arms of 
Charles I and very likely once worn by him. 

“As these articles were registered they were placed in 
the windows with explanatory cards. The show window 
was crowded practically all day and evening during the 
whole period. We have never done anything that at- 
tracted more attention to our windows. 


4d 

Ou advice on general 
publicity may be of value. We did not advertise this 
pageant until the evening before it opened, since early 
publicity efforts would have dragged it out too long. We 
felt it was better psychology to have the event start at a 
definite time and end at a definite time without having it 
seemingly prolonged. In the minds of the people an event 
is apt to begin the moment they hear about it and is apt to 
continue until they quit hearing about it. 

“We ran liberal sized advertisements, possibly the 
equivalent of three and a half pages during the two weeks. 
This is the kind of an event, however, which begets un- 
limited free publicity. The daily newspaper with which 
we work was unstinting and ran several pictures during 
the fortnight as well as several general articles; jewelry 
such as was displayed in this contest furnishes material 
for feature articles in newspapers that publishers are glad 
to have. Events that will elicit free publicity are pre- 
eminently worth staging. I might add right here that in 
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PAGEANT 


PAVED A PATH 


PROFIT 


Here is one of the 260 pieces of 
by jewelry entered in the competition 
of the “Pageant of Jewels.” It 
is an eighteenth century set of 

antique jewelry. 


J. EDW. TUFFT 


spite of the fact our first advertisement on this event ran 
only the night before the opening, 40 entries were made 
on the first day. 


Livin the pageant 
our wedding ring business was fully 500 per cent of nor- 
mal. Here is a strange sidelight on advertising values: It 
so happened that while this pageant was in progress a 
movie starring Clara Bow, “Her Wedding Night,” was 
running for the first time at Graumann’s Egyptian 
Theater, next door. We advertised that we would give 
two passes to the show to any couple married during the 
week and four passes to any couple observing their 
fiftieth wedding anniversary during the week. Strange 
to say only one couple called for passes as the result of 
the advertisement, and yet a large number were attracted 
to the store to make purchases by that same advertise- 
ment! This goes to show that the reflective value of an 
advertisement may at times be greater than its direct 
value. 

“One thing very definite this pageant did for our 
business—it stimulated things for the remodeling depart- 
ment. ‘The increase there apparently was not temporary 
but to the present time the gains made have been pretty 
well maintained. People are digging into their strong 
boxes and safety deposit boxes for their old pieces. We 
have already established a reputation in that line, the 
pageant first bringing this department forcibly to the 
minds of our constituency. 

“Of course it is impossible to build business in one de- 
partment without feeling that growth in other depart- 
ments. ‘The momentum is now being felt in the sales 
of regular jewelry at regular prices. The repair depart- 
ment has also been benefited very noticeably. 
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“I must not neglect to say that the 240 people who 
entered jewelry for this pageant were nearly all new 
people in our store. The pageant brought them in at 
least twice and many of them several times. Any busi- 
ness man can see what that means. A good percentage of 
those people have since made purchases and a good per- 
centage of them are now regular visitors at the store. 

“Any jeweler attempting a pageant of the kind we put 
on must be prepared for considerable detail work. It 
takes time and patience to register all entries. The people 
bringing in their jewelry will insist on taking time to tell 
the history of the pieces and the jeweler will find himself 
making friends if he takes time to listen. 

“He can be assured he will be repaid for his effort. 
It must be remembered that such an event establishes an 
intimacy between the merchant and prospective customer 
that will have a lasting effect. In other words, the 
pageant has brought us customers whom we feel sure 
will be permanent customers. Their introduction to our 
store was of such a nature as practically to insure this.” 


The pageant had 


educational value. The jewelry-minded of the city have 
learned once and for all that jewelry has a sentimental 
value far in excess of any other kind of merchandise. 
They have had it re-emphasized for them that jewelry 
is an heirloom gift, and that the person buying it is buy- 
ing not only for himself or herself, but for succeeding 
generations. ‘This is a move in the general interests of 
the jewelry trade. 

“We have been so pleased with the results that we are 
already laying plans for making it an annual event. We 
expect to make it institutional in this store. Likewise we 
fully expect it to gain momentum from year to year.” 





When she turns her back at a fashionable gath- 
ering a lovely lady may be really interested in you 
The diamond spray hair ornament, and a diamond 
necklace which comes down and almost meets the 
diamond clip, is all that is used to break the severity 
of the bodice’s line. The gown is long and sheath- 
like to below the hips, where it flares softly into 
a slight train. With it is worn a black velvet eve- 
ning coat lined with white and with a white flat 
fur collar 
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Jewels that Bloom 


When she goes forth to conquer they 
turn and look, even as you and |. Pendant 
earrings with a priceless stone in each, a 
spray ornament in her hair, a necklace, 
shoulder clips, bracelets and rings, in plat- 
inum mountings and a long slender pen- 
dant give dash and sparkle to her gown 


THE JEWELERS’ CIRCULAR 
for March, 1931 








in Springtime 


She is her own severest critic because she 
studies her type, height and coloring. And 
the brunette who chooses black velvet and 
diamonds and emeralds may be sure of a 
striking costume for evening wear. Her 
drop earrings are diamonds and emeralds 
with a diamond spray to lighten her bodice 


Photos by Courtesy of National Jewelers Publicity Association 


She hides her ears because they are not as fash- 
ionable as they once were, and we are forever 
finding them covered with hats or hair. But the 
earrings drop below to reveal all their beauty of 
diamond and emerald. The hair ornament and 
choker are of diamonds, and one ring is diamond 
paved. The other ring combines a diamond and 
emerald. Oriental sapphires have been set with 
diamonds for one bracelet, while the other is of 
diamonds. 
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‘ihe present-day trend 
in silverware design clearly indicates a return to more 
conservative lines of artistic expression, and the sobering 
influences of the past twelve months have undoubtedly 
been a contributing factor in bringing about this reaction 
to the extremes of so-called modernism in art—at least in 
those phases of art as applied to furnishings for the home. 

The silverware industry and trade are facing conditions 
analogous to those following the end of the business de- 
pression of the early nineteen hundreds, which marked 
the end of the so-called “Art Nouveau.” Now, as then, 
the jaded taste of the buying public turns to the tradi- 
tional standards, particularly those governing the deco- 
rative simplicity of Early American and Old English 
styles. The rather remarkable popularity of Pewter and 
the increasing demand for antique reproductions during 
the past year or two indicates most clearly the turn of the 
tide in silverware styles. Practically all of the latest 
patterns in fine silverware reflect this tendency toward 
simplicity and refinement in design, both as to form and 
decorative motif. 

For example, two particularly pleasing sterling pat- 
terns of the season show a decided Danish trend in de- 


AAA 


The irresistible charm of this coffee set 
lies in its gracious dignity and frank 
flowing simplicity of lines. Such a de- 
sign always meets discriminating appre- 
ciation. 


7 ww | 


The [rend in 






A Return to More Conservative 


is Clearly Evidenced in 






By 


Sandwich or cake plate, 
suggestive of early 18th 
Century French 


styles. 





sign, in both of these the unusual grace of contour lines, 
beauty of proportion and the simple decorative motif 
follow closely the age old principles of pure design, yet in 
such an original manner as to impart a touch of present- 
day smartness to each piece of the flatware and matching 
hollowware. 

Another outstanding pattern in Sterling design is a 
most cleverly conceived, modern interpretation of what 
may be properly termed that inimitable Southern phase 
of the American Colonial style. In this pattern, too 


bd 


dignified simplicity forms the keynote of the decorative 
motif, and the shapely contour of the various pieces be- 
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| Silverware Design 


Lines of A\rtistic Expression 


the Newer Designs for Table Silver 


A. FREDERIC SAUNDERS 








One of the latest designs in water 
pitchers indicating present trend. 


speaks a feeling of refinement of form not always found 
in modern silverware design; all of which unmistakably 
emphasizes the alertness and artistic versatility of the 
present-day designer in silver. 

Never before has the exact matching in pattern design 
of hollowware and flatware assumed such importance in 
the eyes of the prospective purchaser, and to stress this 
feature in selling silverware is most assuredly good busi- 
ness. Progressive advertising and modern merchandising 
display methods, have played an important part in edu- 
cating the buying public to the artistic value of silver and 


the almost unrivalled position it holds in the world of. 


refinement and culture as well as its quality of unlimited 
usefulness in home service. 

Fine silverware is no longer a luxury to be owned and 
enjoyed by a favored few. Modern mechanical methods 
have brought the costs of production down to a level that 
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places its possession within the means of the average 
family. 


‘Ten is no housewife 
who does not take pride in her silverware. The associa- 
tions and romance woven about its use make it the more 
valuable to her. 

Then, too, there is the practical value of fine silver- 
ware; unlike china or glass, it does not chip or break, or 
wear out as fabrics will; it may be depended upon to 
withstand the wear and tear subsequent to daily use 
throughout years of service. The intrinsic value of the 
precious metal may always remain the same; but, like all 
genuine objects of art, its artistic beauty actually in- 
creases through the mellowing effect of time, and if 
selected with an eye for real beauty of line and form, 
one’s silver will never go out of style. 


AAA 


Designed in the true spirit 
of the French Renaissance, 
this matching service, 
chased in repoussé, is an 
excellent example of artis- 
tic design and fine silver- 
smithing. 
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GIFTS 


Welcome 


@ Three pieces for the copper and brass table done in the 
modified modern feeling; the copper fruit bowl retails for 
$5; the beverage tray may be had in both copper and 
brass, selling for $7, and the compote is copper, polished 
or satin finish, and retails for $7. 


@ This slender ballet girl offers a nest of ash trays coming 
in jade green or black glass. The figure stands 10 inches 
high and can be purchased in either a green or gun metal 
finish. Retails for $6.50. 


@ The gift exquisite, atomizer ensemble comprising a two 
ounce crystal flacon forming base of gold plated atomizer. 
It is contained in a smoked grey lizard skin box lined with 
champagne colored satin. Retails for $20—Boudoir bake- 
lite perfume stand with five popular odors. Retails for $10 


@A century ago coaches 
such as this one were speed- 
ing from London to Ports- 
mouth carrying the King’s 
mail. Now in sterling silver 
replica, they offer cigarettes 
to my lady’s guests. The 
coach retails for $200 each 


@ A card and checker table 
with a surface of intricately 
inlaid wood. This table can- 
not be stained by acid or bev- 
erages. Retails for $50. 
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That 
Springtime 





























@ This miniature keg is knownas the ‘‘trans- 
former.” It is made of charred oak and 
bound in brass. This wooden quart bottle 
sells for $10 retail 


@ This lamp for the study or father’s den is 
ornamented with a well-modeled silver- 
plated colt resting on a black metal base 
The shade is of light yellow parchment, and 
the whole lamp stands 15 inches high. Re- 
tails complete for $15 





@ Modernism in pew- 
ter is expressed in this 
hexagonal tea set of 
five pieces. The design 
is such that the set 
must be made entirely 
by hand. It retails for 
$50. 













































































@ Highball glasses of fluted @ Authentic copy of an Early 

















Bohemian glass, handpainted American lamp. It is 11 
with a decoration of fruit. inches high and comes in a 
Six glasses and pitcher retail variety of colors. Retails com- 
for $12.50. plete with shade for $6.50 
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IM TELLING YOU— 


FACT OUTRUNS FICTION 





THE NEW YORK TELEPHONE DIRECTOR’ 
LISTS, AS LIVING IN THAT METROPOLIS 

5I6 DIAMONDS, |2C PEARLS , 23 RUBIES, 
SIX AGATES, FOUR OPALS AND TOO 
MANY GOLDSMITHS TO COUNT. 














AMONG ANCIENT PEOPLES THE BLOODSTONE 
(THE BIRTHSTONE FOR MARCH) WAS USED AS 
A‘ TOUCHSTONE” AND PLACED IN CONTACT 
WITH FOOD OR DIPPED IN LIQUID TO 
DETECT POISONS 


BREGUET, THE CELEBRATED FRENCH WATCHMAKER | 
WAS OFTEN VISITED BY NAPOLEON WHO CAME 
INCOGNITO TO DISCUSS IMPROVEMENTS HE WAS ANXIOUS 
TO EFFECT IN CANNON AND FIREARMS, BREGUET, 
BESIDES HIS SCIENTIFIC KNOWLEDGE AND MECHANICAL 
SKILL, POSSESSED MUCH GENERAL INFORMATION 





THE FINE LADIES OFANCIENT PHOENICIA 
WERE NO LESS FASHIONABLE THAN THE 
SMARTLY ATTIRED WOMEN OF TODAY, 
THEY WORE THREE OR FOUR NECIC- 
DO YOU KNOW OF ANY UNUSUAL FACTS — caces ATA TIME, ONE ABOVE THE OTHER 


AS SHOWN IN THE STATUES OF THE 


OF INTEREST ABOUT JEWELS AND PERIOD. THE NECKLACES WERE MABE 
ob 
JEWELRY ® IF SO, SEND THEM TO or Seis nots rrey Sasa 
BUG HUN PHO 
THE JEWELERS’ CIRCULAR. Sct even mg AORN 


ANB CRYSTAL. 
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ow does your stock of diamonds 
compare with your sales? 


The Bluebird distributor has 
solved this question. 





@ Are you creating a demand for diamonds ? 


With Bluebird cooperation, you can. 





@ Must you personally make every diamond sale? 


There’s a reason. 





@ What sells diamonds? 
Ask any Bluebird Dealer. 





May we give you full details about the Bluebird Plan 


. and how it will answer these questions for you ? 


sours WLUEBIRD 


DIAMOND SYNDICATE 
Diamond Cutters for over Fifty Years 
CHICAGO, 55 East Washington St. 


LOS ANGELES, Broadway at Fifth D ] A M O N D: — RI N G 
TORONTO, Federal Building 
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of Fine Jewelry in 1931 


A novel application of the 
baguette is demonstrated in 
this modern diamond brace- 

let. 
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An interesting use of fancy- 


The quaint dachshund cut stones is shown in this 
is here made use of in all-diamond modernistic 


the design of a modern brooch. 
brooch set with fancy- 
cut diamonds. 


This pendant 
shows what the 
modern jeweler 
can do with large 
diamonds taken 
from out-moded 
ring settings, giv- 
ing the round-cut 
stones to new and 
fashionable uses. 


(From page 78) 


feminine contours and effects have given an opportunity 
for a greater range in expression of the jewelry designer 
than he has had for some time. It is hard to say, hoy 
ever, what particular motif will dominate, for jewelry; 
all styles from Renaissance effects down to the Victorian 
designs in modern adaptation, will be been in some forn 
or another. I 
The one thing that can be said of the American jeweler 
of today even more strongly than that of recent years, jis 
that the slavish copying of Paris fashions is no longer 
evident in his work. That Paris has some influence, we 
cannot deny, but the American jeweler, and particularly 
in his jewelry for 1931, is working to produce pieces that 
will be appropriate to the American woman. Evé¢n 
where he has followed tendencies of some of the European 
designs, these have been modified distinctly to suit Amegi- 
can taste. | 
As one of the master craftsmen of the Americ 
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LATE LOUIS KAHN, 


Importers of 


WATCHES, 


Jewelry, Diamonds, 
MOA SISTA LLS, «Le. 
Ub MAIDEN LANE, 
NEW YORK. 




















Photographic reproduction of our advertisement which 

appeared in 1869 and which, with only slight changes, 

has appeared continuously in every issue of The 
Jewelers’ Circular for 62 Years 
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Importers and Cutters of 


DIAMONDS 


6 West 48th Street, New York 
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diamonds 


The bracelet exhibits a new 
ception of the of 
coupled with the polychi 


fect of small carved colored : 


The necklace above shows the 
harmonious treatment of carved 
rubies and baguette and fancy-cut 
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jewelry trade has so well put it, “the three essential ele- 
ments of fine jewelry in this country today are beauty, 
stability and utility.’ The American woman of fashion 
wants these three combined in appropriate proportion. 
Her jewelry must be beautiful and appropriate to her 
costume but even though it supplies the focal point of the 
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DIAMOND CUTTING WORKS 
O& HUNTERS POINT AVE 
LONG ISLAND CITY 











A new style in 
diamond pend- 
ant for spring 
wear is here rep- 
resented. 





This necklace and pend- 
ant for formal evening 
wear is a striking example 
of the high attainment of 
the designer of today. In 
this piece, the back pend- 
ant may be detached and 
used as a shoulder orna- 


ment. 
Fashion’s decree is ac- 
curately portrayed in this 
diamond clip brooch, di 


which is effectively orna- 
mented with small calibre 
work. 
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picture she presents, it must perform to some extent, 


some function. The element of utility must be there. 
But above all, it must be made in a proper way. It must 
have stability that comes from perfect workmanship that 
is not a general characteristic of many of the beautiful 
pieces that come to us from Europe. 

The season, therefore, is not going to show the bizarre 
effects to which some of the fashion papers have given 
prominence, in regard to French jewelry. Generally, 
our jewelry will be simpler in design and on beautiful 
and graceful lines. Bracelets will not go to extreme 
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A dainty adapta- 
tion of fancy-cut 
diamonds and 
modern design is 
used in this 
French p sndant 
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The prevailing spring 


style in’ chokers By 
reproduced in the artful 
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widths, nor will necklaces be unusua!ly large, yet there 
will be a tendency to use perfectly cut and beautiful stones 
in a prominent way, whether it be in the all-diamond 
jewelry or creations containing beautiful colored stones. 
In a word, the designs of 1931, it is expected, will be 
simpler in effect but even greater in elegance and beauty 
than their predecessors of the past few years. 

The tendency in design was expressed kast week by one 
“We are on 


the eve of a renaissance in dress styles—a return to the 


of our leading jewelry manufacturers thus: 
frivolous fashion of years ago. With this change, we can 
foreshadow a big change in jewelry, and the manufacturer 
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and dealer who keeps his eyes open is going to benefit 


through it. 

“T advise every jeweler to watch the next few months’ 
development and to make or buy the type of jewelry 
called for by this new vogue. Certainly with this revival 
of old ideas, one will see a more feminine and more 
luxurious woman avid to find new jewelry to harmonize 
with her clothes. 
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iamond Importers 





To win and hold the con 





ARNSTEIN 


20 West 47th Street, 


Audrey House, Ely Place 31 North State Street 
LonoboN 














March, 1931 THE JEWELERS’ CIRCULAR 109 


and Cutters ... 4 














m 








of our customers 


“if 
band 
‘ 


|i 
f/f 


BROS. & CO. 


New York 


2 Tulp Straat 
CHICAGO AMSTERDAM 
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Pearls 


PEARL NECKLACES 
and 


DIAMONDS 
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OPPENHEIMER BrOs.& VEITH 


527 FIFTH AVENUE 
NEW YORK 
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What, oh, what, shall a March maid do? 
Wear a Bloodstone and be firm and true 


.s says the old rhyme, 
telling of the natal stones, but the advice is equally good 
for the man born in March as for the maid. For to March 
belongs the bloodstone, and its children keep it as their 
talisman. 


The birthstone list adopted by the American National 
Retail Jewelers Association now gives an additional stone 
in the aquamarine, for those who prefer a more expensive 
gem, but bloodstone, or heliotrope, as it is also called, has 
the greater authority behind it, for it appears as March’s 
gem in the birthstone lists of the Romans, Arabians, the 
Poles and other peoples. The old lists of the jews, Rus- 
sians and Italians, contain the name of jasper, a variety 
of quartz, but the bloodstone is known in the trade as 
“Oriental jasper,” and “blood jasper” as well as blood- 
stone, and is also known (particularly abroad), as helio- 
trope. 

The bloodstone is a green chalcedony (a variety of 
plasma), spotted, patched, or streaked with red, and to 
the ancients was a stone of wisdom, courage and strength. 
The possession of it was supposed to bring the owner 
health and mental and physical strength, to guard him 
from deception, and to give him the respect and consider- 
ation of his companions. Among the ancient people, 
“touch” or “touching” stones played an important part in 
their lives, and the bloodstone was one of the most 
popular, for, according to tradition, if placed in contact 
with food or dipped in liquid, it would detect poisons or 
deleterious ingredients. According to one writer, in 
olden days it was considered hardly possible for a person 
to be so poor that the house did not hold a bloodstone of 
some form. If it was the owner’s birthstone, the power 
was supposed to be double. 

The rough material for most of our bloodstones comes 
‘from India, where it occurs with agate, carnelian and 
plasma. It is mostly found in Kathiawar Peninsula west 
of Cambay and at Puna, southeast of Bombay. Com- 
pared with the Indian occurrences of heliotrope, says 
Bauer, that of Europe is quite unimportant. 


Although bloodstone is cut extensively to be mounted 
in rings, pins, brooches, it has always been popular for 
seals and signet rings. It is also fashioned into small 
objects of various kinds, among the most notable of these 
being the sculpture preserved at the National Library of 
Paris representing the scourging of Jesus. The red 
marks of the heliotrope or bloodstone are skilfully utilized 
to represent drops of blood on His raiment. 

Like other forms of chalcedony, the bloodstone has a 
specific gravity running from 2.59 to 2.60 and a hardness 
of 614, both of these being less than quartz. Like quartz, 
it is composed of pure silicate yet its physical properties 
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Bloodstone the Gem of March 


Zodiacal Sign—Aries (The Ram) 
Significance—Wisdom, Courage, Strength 

Associated Flower—Daffodil 

Especially suitable for rings, pins, seals and signet rings. 


differ to an extent that it must be considered a separate 
substance. 


Aquamarine—The Alternate Stone 


This is the sky-blue, 


bluish-green or greenish-blue variety of beryl. Its color 
is as varied as the colors of the sea and hence its name. 
According to an old saying, if placed in sea water, it 
became invisible. Although the same substance as the 
emerald, though of a different color, it must be treated 
as an entirely different stone. Its colors are fine and 
brilliant and the beauty of the stone is especially notice- 
able in artificial light. It shows dichroism in a marked 
degree, especially in the deeper colored stones. As a rule, 
it is cut in brilliant form or in some modification of the 
step cut, but owing to its pale shade, the stone must 
have depth to bring out the beauty. 

The aquamarine, unlike many other gems, has been 
found in very large crystals, which is characteristic of the 
beryl family, to which it belongs. Barbot, the French 
jeweler, in his work on gems, mentions a rough gem 
aquamarine of rare beauty weighing over 22 pounds, 
while among the most famous of the cut and facetted 
aquamarines, is one in the British Museum weighing 
875% carats. 

But only aquamarines of rare beauty and brilliance are 
in demand in the jewelry trade here so the value of this 
gem (in contrast to that of the emerald) is generally 
directly in proportion to the size of the stone. 

Brazil is the country of chief origin for the finer 
aquamarines as Colombia has come to be for the emerald. 
Aquamarines come from the Minas Novas District of 
Brazil and from the northeastern part of the state of 
Minas Geraes. ‘The stone is also found in the Urals. 
It may not be known that many fine cguamarines have 
also been found in this country in North Carolina and 
the stones, though small, are said by cur experts to be 
extremely fine in quality and deeper olor than the 
Brazilian variety. 

The composition of the aquamarine differs slightly 
from that of the emerald. The composition of the 
Brazilian variety is given by Bauer as follows: 


a. 66.17 
Alumina (A1.Q03) .......... 20.39 
Mergen (BOO)... cn 6 cc cee cs 11.50 
Lo ge tt) 1.14 
Ferrous Oxide (FeO) ...... 0.69 
Pe CORE seek ecacdeesan 024. 


Aquamarine has a hardness of 714 2nd a 


from 2.67 to 2.75. 


specific gravity 
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Cutters and Importers of 


DIAMONDS 


511 FIFTH AVENUE, 
NEW YORK 


CUTTING PLANT: 
155-157 Summit Street 
NEWARK, N. J. 
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Charles W. Sommer, President 


This year the scene 
changed from the Hotel Plaza to the Biltmore for the 
29th annual banquet of the Jewelers 24 Karat Club of 
New York held on Thursday evening, Jan. 22. This 
outstanding social event of the jewelry trade in Greater 
New York was attended by 550 members and guests, 
many of the latter being prominent jewelers from other 
cities. For some years past the Waldorf-Astoria had 
been the banquet hotel and when the new Waldorf-As- 
toria is completed it will probably see the jewelers there 
again. 

Although the attendance was not as large as at some 
of the banquets in past years, in other respects it com- 
pared favorably and was in every way up to the usual 24 
Karat standard. From first to last the snap and vigor 
that always characterizes these big events was manifest, 
and the time tabl« schedule of the evening moved along 
_ith the usual precision. 

Members and their guests began to arrive about six 
o'clock and gathered in the reception room where they 
greeted their friends. At 6.30 the bugle call to the ban- 
quet hall was sounded and the jewelers found their 
places at some 60 tables. The head table was at one side 
and when the guests of honor had been escorted to their 
places by the reception committee of which De Witt A. 
Davidson was chairman, everybody sang “America.” The 
Rev. W. W. Giles pronounced the invocation. 

At the head table were Charles W. Sommer, president 
of the Jewelers’ Twenty-four Karat Club of New York; 
Stephen H. Garner, president of the New England Man- 
ufacturing Jewelers’ and Silversmiths’ Association; Jo- 
seph S. Bliss, president of The Canadian Jewelers’ As- 
sociation; Harry E. Radix, president of the Chicago 
Jewelers’ Club; William L. Stone, president of the Bos- 
ton Jewelers’ Club; Major-General Hanson E. Ely; 
Major-General William Weigel; Meyer D. Rothschild, 
Rev. W. W. Giles. 

President Charles W. Sommer in a brief address wel- 
comed the jewelers to the banquet and called attention 
to the fact that it gave employment to a large number of 
people and in that way was a contribution to the relief 
of the present conditions. He declared that $5 of the cost 
of every banquet ticket would go as a contribution to the 
unemployment fund and then called upon M. D. Roths- 
child, chairman of the jewelry division, to accept a check 
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Photo by Blank-Stoller, Inc. 
G. H. Niemeyer, Chairman 


for $3,000 to be applied to the fund. The table was 
equipped with a loud speaker and President Sommer’s 
voice carried clearly to all parts of the grand ball room. 

Dinner was then served and following the dinner came 
an intermission during which the jewelers visited from 
table to table, renewed old acquaintances and formed new 
ones. 

The bugle called the banqueters back to their places 
at 9.15 and the entertainment, which was one of the 
best, was introduced. 

At the left of the speakers’ table was a large stage and 
until 11 o’clock a selected list of artists from metropolitan 
shows gave a varied and pleasing program. The orches- 
tral music was excellent and helped to keep things mov- 
ing during the entire evening. Chairman Niemeyer and 
his committee are to be congratulated on a most success- 
ful affair. 

Each member and guest received a handsome glass 
easel picture frame bound in sterling silver. 

Officers of the club are: Charles W. Sommer, pres- 
ident; Jacob Mehrlust, vice-president; Lee Reichman, 
treasurer. William J. Ward, who was secretary, passed 
away Jan. 18 at his home at Summit, N. J. 

The banquet committee consisted of G. H. Niemeyer, 
chairman; C. H. Conant, H. P. Dickinson, Leo Worm- 
ser, F. A. Croselmire, H. C. Larter, O. D. Wormser, C. 
J. Straehle. 





State Convention Dates 


BINGHAMTON, N. Y., Feb. 4.—Members of the con- 
vention committee of the New York State Retail Jewelers 
Association met here recently at the Arlington Hotel and 
arrangements were made to hold the state convention 
here May 27-28-29. 

Other state convention dates already arranged include: 

February 22, 23, 24—Indiana, at Hotel Severin, In- 
dianapolis. 

March 23—South Carolina, at Columbia. 

March 24 and 25—Massachusetts and Rhode Island, 
at Hotel Statler, Boston, Mass. 

April 6 and 7—Illinois, at Hotel Pere Marquette, 
Peoria, Ill. 

May 4 and 5—Iowa, at Hotel Savery, Burlington. 

May 19 and 20—-New Hampshire, at Laconia Tavern, 
Laconia, N. H. 
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Holds Annual Session 


in New York 


Reports Show Slight Decrease in Membership—Rating Depart- 
ment Reports 767 Failures with Liabilities of $18,349 971— 


Officers Elected 


At the annual meeting 
of the National Jewelers Board of Trade meeting held 
Jan. 15 at the executive offices in New York, the follow- 
ing members were unanimously chosen to serve during the 
ensuing year: President, Sigmund Cohn; first vice-pres- 
ident, Clifford Lamont; second vice-president, John W. 
Sherwood (re-elected); secretary, B. L. Shinn (re- 
elected) ; treasurer, Julius Oppenheimer (re-elected). 

The meeting was opened by retiring President Otto D. 
Wormser who read his report. He said in part: 

“The most unsatisfactory year within the memory of 
even the older members of the trade has come to a close. 
All things considered, our trade has stood up fairly well 
in the face of numerous difficulties. The list of casual- 
ties is heavy, it is true, but with a few outstanding excep- 
tions there have been few surprises, and what was quite 
sound before is still sound, only what was not so sound 
before is less sound now. 

“Due to the painstaking efforts on the part of the Sec- 
retary the Board of Trade has been able to come through 
the storm with only a very slight deficit. Bearing in mind 
the fact that we lost eighty-six members this is a very 
remarkable achievement. It is fitting to state here that 
the loss is due entirely to business conditions and not to 
dissatisfaction with the service rendered. 

“Our financial condition will remain good, provided 
there will be no further considerable shrinkage in mem- 
bership. 

“Tt is pleasing to be able to state that the members are 
cooperating with the Rating Department to an increasing 
extent. The answers to the question on the inquiry 
tickets relating to recent orders have enabled us in several 
instances to minimize nefarious schemes for defrauding 
creditors. I want again to impress upon you the great 
importance of answering the questions on the inquiry 
tickets as fully as possible.” 

Mr. Wormser’s remarks were followed by Secretary 
Shinn’s report, who also read the treasurer’s report. ‘The 
report stated that: 

“Membership during the year declined from 1275 to 
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Sigmund Cohn, President-Elect 


1189. This decrease was caused primarily by a drop in 
applications from new members, the number secured dur- 
ing 1930 being but 50 per cent of the figure for 1929. 
Losses through resignations, suspensions and expulsions 
were about the same or slightly under those of recent 
years. The decrease has been proportionate in all dis- 
tricts save in New England where, contrary to the gen- 
eral situation, the membership increased. 

“Financial embarrassments reported by the Rating De- 
partment total 767, an increase of 110 over 1929. In 692 
cases in which definite figures as to assets and liabilities 
have thus far been secured, assets were $13,723,757, and 
liabilities $18,349,971. In 1929 the assets involved in 
reported embarrassments were $9,076,831, and liabilities, 
$15,262,627... .” 


Next came the report 
of counsel from Herbert A. Wolff, of Greenbaum, Wolff 
& Ernst, covering the activities of the Board’s Fighting 
Fund during 1930. It enumerated the cases handled dur- 
ing 1930 through the fighting fund. Fourteen convictions 
were obtained and there are twenty-two indictments 
pending. 

After the district reports had been heard, Joseph L. 
Herzog spoke of the activities of the Adjustment Com- 
mittee, which was followed by the report of the Good 
and Welfare Committee, from Albert E. Levy, chairman. 

The routine business over, Mr. Herzog asked for an 
expression of opinion from the members as to how they 
felt toward raising a revolving fund to finance the Ad- 
justment committee. The opinion generally expressed 
was that such a fund would be an excellent thing but 
that the present time is not opportune for additional 
assessments. “The matter was tabled, to be taken up by 
the directors of the Board, who will discuss the advisa- 
bility of the project. 

The suggestion of a credit clearing house or credit ex- 
change to augment the services of the Board was brought 
up by one of the members, but the impossibility of estab- 
lishing such a plan were pointed out by Mr. Shinn. 
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Resale Price Bill Passed By House 


Congressman Kelly's Measure To Legalize Price Maintenance Contracts |s Hampered 
By Amendments But its Principle is Intact 


WASHINGTON, D. C©., Feb. 2.—The proposed act to 
legalize contracts referring to price maintenance has 
passed the House of Representatives after a fight that 
has gone on for more than 20 years. But this resale 
price measure, known as the Capper-Kelly Bill, in the 
form passed indorsed by retailers of many industries 
would hardly be known by its original proponents. The 
enemies of this legislation have been strong and active and 
when they were beaten in their attempt to kill the 
measure by recommitting it, they were able to muster 
enough votes to amend its scope and effectiveness to a 
marked degree though its sponsor, Representative Clyde 
Kelly, made a magnificent fight to retain it in the form 
reported out of the committee. 

During the consideration of the measure, which was 
turned into a field day by members of the House, an 
amendment was agreed to excluding all the necessities of 
life from coming within its provisions. ‘This amendment 
was introduced by Representative McSwain (Dem.) 
South Carolina. The amendment was agreed to by a 
teller vote of 140 to 94. 

Among other amendments adopted was one sponsored 
by Representative Eaton (Rep.), Colorado, which would 
make the second contract, that between the wholesaler 
and the retailer, binding. Another was included directing 
the manufacturer to print the retail price of his article in 
legible figures on the container. 

The bill as amended and finally passed was as follows: 


Be it enacted by the Senate and House of Representatives in 
Congress assembled. 


That no contract relating to the sale of a commodity which 
bears (or the label or container of which bears) the trade- 
mark, brand or trade-name of the producer of such commodity, 
and which is in fair and open competition with commodities 
of the same general class produced by others, shall be deemed 
unlawful, as against the public policy of the United States or 
in restraint of interstate or foreign commerce or in violation 
of any statute of the United States, by reason of any agreement 
contained in such contract, but no such contract shall authorize 
the producer or manufacturer or packer giving a trade-name, 
brand or trade-mark to any commodity to fix or prescribe the 
retail prices of such necessities of life as meat and meat 
products, flour and flour products, agricultural implements, 
tools of trade, canned fruits and vegetables, all clothing, shoes 
and hats. 

That the vendee will not resell such commodities except at 
the price stipulated by the vendor and/or that the vendee will 
require any dealer to whom he may resell such commodity to 
agree that he will not in turn resell except at the price stipu- 
lated by such vendor or by such vendee, which price shall have 
been printed in plain figures on the original label or identify- 
ing device on such commodity. 


Section 2—Any such agreement in a contract in respect to 
interstate or foreign commerce in any such commodity shall be 
deemed to contain the implied condition. 

a That during the life of such agreement all purchasers from 
the vendor for re-sale at retail or for delivery after such re- 
sale shall be granted equal terms as to purchase and resale 
prices. 

b That the vendee may sell at a price below the stipulated 
resale price which yields not less than 20 per cent over the 
actual bonafide purchase price paid by him. 

c That such commodity may be resold without reference in 
such agreement. 

1. In closing out the owner’s stock for the purpose of dis- 
continuing dealing in such commodity or of disposing, toward 
the end of a season, of a surplus stock of goods specially adapted 
to that season; 

2. With notice to the public that such commodity is damaged 
or deteriorated in quality, if such is the case; or 

3. By a receiver, trustee or other officer acting under the 
orders of any court or any assignee for the benefit of creditors, 
or 

4, When it is necessary to the conduct of the business of the 
owner either because of excessive inventory or because of in- 
sufficient funds or credit, or 

5. If after the vendee gives notice to the vendor containing 
such a statement of the quantity and condition of the commod- 
ity and the cost thereof, less transportation costs paid by vendee, 
if any thereon, the vendor fails within ten days to repurchase 
such commodity at the cost price, less a reasonable adjustment 
for deterioration in quality, if any. For the purposes of this 
section, notice served by registered letter mail to the vendor 
shall be sufficient and such period of ten days shall run from 
the delivery of the letter to the vendor. 

Section 3—Nothing contained in this act shall be construed 
as legalizing any contract or agreement between producers or 
between wholesalers or between retailers as to sale or resale 
prices. 

Section 4—As used in this act. 

1. The term producer means grower, packer, maker, manu- 
facturer or publisher. 

2. The term commodity means any subject of commerce. 





Championship Belt Made by New York Jeweler 


Jim Londos, world’s wrestling champion, was the re- 
cipient of a jeweled belt, emblematic of the title which 
he enjoys, at a dinner tendered him recently by the 600 
millionaires club at Madison Square Garden. The belt 
was designed by David Kiener, jeweler at 7 W. 45th St., 
New York, a specialist in sporting trophies. 

It comprises a buckle and 14 plaques in 14 karat gold, 
seven of which depict the various holds used by the 
wrestlers of all ages, from the caveman to the modern 
catch-as-catch-can style. The remaining panels bear en- 
graved testimonials to the champion from celebrities of 
the sporting world. The buckle displays 15 diamonds in 
platinum settings, the center stone weighing four carats. 





World’s Wrestling Championship belt presented to Jim Londos at dinner in New York 
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ADD-A-PEARL OFFERS 
A DOUBLE PROFIT OPPORTUNITY 


The Add-a-Pearl proposition offers you a 
substantial profit on the sale of a new 
necklace plus larger profits on the sale of 


additional pearls. 


JUERGENS & ANDERSEN CO. 


55 East Washington Street Chicago, Illinois 


Originators of the Add-a-Pearl Plan. 
Sole distributors of the Add-a-Pearl necklace 
































Propose Survey of Wholesale T rade 


Officers of National Wholesale Jewelry Trade Association Ask Department of Commerce 


To Take Up Work Similar to That Done for Retailers and Manufacturers 


PHILADELPHIA, Pa., Feb. 2.—As a result of the action 
taken by the National Wholesale Jewelry Trade Associa- 
tion, it is expected the Department of Commerce will 
now undertake a special survey of the wholesale jewelry 
industry of the country, and it is the confident hope of 
members of the wholesalers’ association that this will be 
a final step in a work that will produce the facts now 
needed by the jewelry industry. Because with the survey 
of the wholesaling end, all sides of the jewelry business 
will have been taken up. The data developed from the 
wholesale survey tied up with that obtained recently of 
the manufacturing and retail branches of the industry 
should give data on which our experts can gain informa- 
tion that they have never had before. 

The matter was officially taken up before the board 
of officers of the National Wholesale Jewelry Trade As- 
sociation at their semi-annual conference held at their 
offices in this city, Jan. 21, at which a formal invitation 
to do the work was made to representatives of the Bureau 
of Foreign and Domestic Commerce who were in attend- 
ance. It was reported that the Bureau of Foreign and 
Domestic Commerce will now immediately take steps to 
inaugurate the study and the comprehensive and complete 
details of the facts developed will be forwarded to the 
members of the Association from time to time. 

All members of the association are urged to cooperate 
fully with the Department of Commerce in answering 
the questionnaires immediately and do all that they can 
to see that the facts are obtained. 

During the same conference, announcement was made 
that the Federal Trade Commission is now investigating 
and prosecuting complaints filed by the association re- 
garding violations of the trade practice conference rules 
of the industry and that some stipulations have already 
been obtained from jewelers who have violated these 
rules. It was also announced the organization was de- 
voting considerable time to fighting the unscrupulous 
merchants who falsely describe themselves as wholesalers 
or represent they are selling at wholesale prices. 

A petition asking the Federal Trade Commission to 
take up this subject in a general way was signed by the 
officers during the meeting and forwarded to Washington. 

The Board reviewed the work of the Commodity 
Committee appointed during the Atlantic City convention 
for the purpose of contacting manufacturers and educating 
them as to the necessity of improving conditions surround- 
ing distribution of their lines. It was decided to en- 
courage the work of this character. The meeting also 
took up the question of the importance of securing finan- 
cial statements from retailers at the present time. ‘The 
secretary was instructed to inaugurate an educational 
campaign for the purpose of encouraging retailers to sub- 
mit statements. 

Secretary Fernley submitted an elaborate report show- 
ing that, since the Atlantic City convention, applications 
have been presented for membership by 12 concerns in 
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addition to those added to the membership recently by the 
amalgamation with the Wholesale Jewelry Trade Asso- 
ciation. 

The secretary’s report touched on the subjects of re- 
search, of the work of the Special Commodity Committee, 
on the value of the wholesaler to the industry, the recog- 
nition now accorded to wholesalers in many lines, the 
relation of government to trade associations, the Trade 
Practice Conference Rules and a host of other topics of 
vital interest to the membership. 


N.W. J.T. A. Asks Federal Trade Commission to 
Act Against Concerns Pretending to Sell 
at Wholesale 


PHILADELPHIA, Feb. 3.—The National Wholesale 
Jewelry Trade Assn. has petitioned the Federal Trade 
Commission in Washington to take up in a general way 
the matter of violation of the Federal Trade Commission 
Act by those posing as wholesalers when, in truth, they 
are retail merchants. This petition, which was signed by 
President Jacob Engel, Treasurer L. P. White, Secre- 
tary Fernley, Assistant Secretary Rinehart and Messrs. 
George Kleitz and R. L. Coates of the executive com- 
mittee and Louis Sickles of the advisory board, is not to 
be confounded with the complaints that have been filed 
by the association against individuals. Its purpose is to 
direct the attention of the Federal Trade Commission to 
the fact that in recent years, willful and intentional mis- 
representations of unscrupulous merchants of this kind 
has grown to enormous proportions and is costing the 
public many thousands of dollars. The petition asks that 
the Federal Trade Commission prevent the continuance 
of this unfair method of competition in interstate com- 
merce as a violation of Section 5 of the Federal Trade 
Commission Act. 

The petition goes into detail as to the methods of the 
pseudo-wholesaler who is seeking the consumer’s trade, 
and in substantiation of the claim that this is misrepre- 
sentation and these people are not “wholesalers:’ as de- 
fined by the courts, calls the commission’s attention to a 
part of the decision of the Circuit Court of Appeals in 
the Mennen case which spoke of the wholesaler’s func- 
tions and declared that “whether a buyer is a wholesaler 
or not does not depend upon the quantity he buys. I[t is 
not the character of his buying but the character of his 
selling which marks him as a wholesaler.” 

The petition also cites trade practice conference rules 
of the jewelry industry approved by the commission, de- 
fining a wholesaler to the effect that “‘wholesalers sell re- 
tailers and do not sell direct to the consumer.” ‘The peti- 
tion also cites decisions of the Commission itself (one 
already sustained by the courts) to show that the action 
required is in line with the orders to “cease and desist”’ 
which the Commission has already issued in various in- 
stances. 
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linery, and gloves. Yet those items are much more closely 
related than are pearl necklaces, mantel clocks and silver- 
ware. Ever think of that?” 

“Don’t know as I have. But what did you ever do 
about it?” the Old Veteran asked. 

“First, I split my stock up into nine players—I mean 
departments—giving each a number to keep their daily 
sales separate. I doubt if even half the small jewelers do 
as much as that—yet they complain about profits. 

“Finding the sales for each department was easy, but 
segregating the expense that should be charged to each 
was harder. I soon came to this paradoxical conclusion: 

“Suppose expenses are 37 per cent. It does not follow 
that all departments which make a net mark up of 40 
per cent necessarily produce a profit. Neither does it 
mean that items sold at a net mark up of 35 per cent or 
less are handled at a loss.” 

The Old Veteran made a wry face. “Sounds a little 
weak-minded to me, Don.” 

“And to me at first,” Patty admitted. ‘However, it’s 
easily explained if you'll only listen.” 


“A “ 
Expenses naturally vary with the amount of 


sales, he went on to explain, but after a store 
has become a going concern more than half its 
expenses are indirect, or fixed. Rent, heat, 
light, insurance, taxes, interest, and a large part 
of the salaries, all these go on almost regardless 
of business. They positively depend on the 
amount of stock more than on the amount of 
sales. 


— ym 














The moment a piece of merchandise arrives it begins 
to breed expenses. As long as it stays on the shelf the 
expense necessary to keep it there piles up higher. ‘The 
only way to stop those expenses is to sell the article. 

So if a jeweler is in earnest about locating which lines 
are unprofitable he should charge up against each item 
every expense it incurs. Impossible, of course. But 
Patty’s conclusions deserve careful thought by every 
jeweler, large or small. 

Suppose, for instance, a ring stays in stock a year. It 
is shown dozens of times and should properly be charged 
with all the time the salesmen spend upon it. It should 
bear its own insurance, taxes, advertising, rent, etc., 
which certainly would be 12 times as much as if it stayed 
in stock only one month. That cannot be disputed. 

Now add the time spent by the merchant worrying 
about it and planning how to sell it. Furthermore, it 
must bear its share of the salesmen’s idle time, which, 
according to G. E. Bittner, of the United States Depart- 
ment of Commerce, amounts to one-third of the whole 
day. If it is sold and returned for credit there’s another 
sizable expense to be heaped upon its back. Impractical, 
of course. But let’s go on with it. 

Merchants figure expenses against their sales simply 
because only from sales comes the cash to pay those ex- 
penses. But correctly speaking, possibly two-thirds of all 
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Batting Averages in the Jewelry Game 


(From page 89) 






expenses should be charged where they belong, to the 
unsold stock. For it’s certainly plain that once this ring 
is sold the dealer no longer advertises it, nor cleans it, 
nor moves it about, nor insures it, nor worries about it. 
On the other extreme, suppose a ring comes in Tuesday 
and is sold Wednesday. It’s all foolishness to say each of 
those rings has incurred a 37 per cent expense just be- 
cause that happens to be the store’s average for the year. 
One is certainly much higher, the other much lower. 


__ 

“It’s the keeping expense, not the selling 
expense, that eats up profits,” Patty declared 
emphatically. “What I’m driving at is that the 
longer a ring or anything else stays on the shelf 
the more expense it is responsible for. The age 
of the article is quite a definite and reliable 


i criterion of the cost of handling it. 
“ A 














“What applies to one item is equally true of the whole 
department, for it is only a collection of individual items. 
The older the stock the greater the expense it causes. 
The slower any stock sells the a 

“Now I see what you're driving at!” the Old Veteran 
fairly shouted. ‘Turnover, that’s it! Low turnover, 
high expense; high turnover, low expense. Eh, my boy?” 

“Sure, Old Vet, you’re not so dumb! Hard to explain 
but easy to see—once you get it. So I made a chart 
(Fig. 2) that shows what I mean. 

“Suppose the store as a whole has a 14 times turnover 
and a 37 per cent expense. Follow the curve and you'll 
see that a department with a 1 time turnover probably 
incurs almost 45 per cent expense, while a department 
turning 3 times costs only 28 per cent. All estimated, of 
course.” 

The Old Veteran scratched his head. “The principle 
seems all right, but what puzzles me is how you're going 
to tell the turnover of each department?” 

“Unless a man keeps a complete set of perpetual in- 
ventory books the easiest way I know is this: First, keep 
monthly sales of each department separate. Second, in- 
voice each department at retail prices as often as you 
can—which, by the way, is a good idea, anyway. 

“Invoicing the whole store is a big job but almost any 
one department can be taken in one day—or part one day 
and finish the next. For turnover-finding purposes a 
painfully accurate inventory is unnecessary. 

“Third, find the turnover by referring to a Turnover 
Chart (Fig. 1) which I made at considerable mental 
effort. For instance, if the month’s sales are $657.35 
and the stock is $8,394.60, I cut the last three figures off 
each amount to make them fall within the chart. I find 
65 sales to 839 stock is 0.9 turnover, not quite once a 
year.” 

“Then that department must be a loser,” the Old 
Veteran observed, “because its batting average is only 0.9 
against the store’s average of 114.” 

“You’re on the right track, Old Vet, but you’ve heard 
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The New Vogue Birthstone for MARCH is ““TRU-STONE” Aquagem 


The rich, true to nature birthstones 
arouse the universal love for fine gems 
—and the economical price, because 
they are synthetics, enables everyone to 
possess the stone of his choice. 


Display Nathan “TRU-STONE”’ syn- 
thetics, or incorporate them into your 
product. Their unusual beauty makes 
them especially salable for birthdays, or 
other gift occasions. All jewelry set with 
“TRU-STONE” synthetics bears our 
identification tag. It is your guarantee 
against substitution. 
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NATHAN 
TRU-STONE 
SYNTHETICS 


SELL 
MORE 
JEWELRY 
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YOU! 


A handsome window display, comprising 
a genuine leather tray of 12 New Vogue 
Birthstones, and a full color Birthstone 
Calendar, entitled, ““THE STONE OF 
THE MONTH,” has been designed to 
promote sales for you. Ask your whole- 
saler to show it to you. 


If you will send us six tags taken from 
jewelry set with Nathan “TRU-STONE” 
synthetics, mentioning the name of your 
wholesaler, we will send you “THE 
STONE OF THE MONTH” calendar 
FREE. 


S. NATHAN & CO,, inc. 


71-73 NASSAU STREET, NEW YORK 
BRANCH OFFICE—10 WEST 47th STREET, NEW YORK 
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only half the tale. Don’t forget the fielding average, too. 
Many a mediocre batter is still an asset to his team be- 


cause his fielding average is so high, and vice versa.” MARQUISE 


“What do you mean, fielding average in the jewelry 
and 


game?” 
EMERALD CUT 


“That’s the mark up. Now follow me closely. Any 


department whose mark up and turnover are both higher 
than the store’s average is a big asset to the store. If 
both mark up and turnover are under that average, the 
department is a losing effort. No amount of wishing 
makes it otherwise. 

“Tf we find a department has an expense of 43 per cent 
and a net mark up of only 40 per cent, then it is draining 
on the other departments for its existence. If another 
department’s faster turnover makes its expense only 30 
per cent, then at a 40 per cent mark up it is paying well. 
Thus mark up alone cannot tell the merchant whether or 
not a department is paying. Mark up must be judged 
alongside of department expense, which is largely de- 
termined by the turnover. 

“This may all sound like a lot of hooey, but I’m con- 
vinced the crying need of the jewelry retailer is accurate 
knowledge of what part of the store is making money and 
what is not. That’s departmentization. 

“The man who says he knows those things without 
records is a self-deceiver. One glance around such a 
man’s store is usually enough to convince you he’s not so 
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smart after all.” 

The Old Veteran interrupted Patty. “Admitting 
everything you've said, what’s to be done when you 
locate the weak spots?” 

“All right, let’s see what the baseball manager does. 
First, he puts his best hitters in the best places on the 
batting order. In other words, he pushes his strongest 
departments all he can. Gives the section that can really 
earn a profit a chance to do so. 

“Then he doesn’t fire the weaker players right away. 
Oh, no! He sweats along with them mornings, tears 
their technique to pieces and makes every effort to cor- 
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rect it. 

“Same in the jewelry game. Every jeweler has time 
to analyze his weak departments. The most likely fault 
he’ll find is that his stock is not proportioned right to 
meet the public demand, in material, style, or price, espe- 
cially the latter. 

“He may find certain lines or even whole departments 
are simply going out of style—often not easy to see in = 
time to get from under. You remember how popular cut = Sapphires, Star Sapphires 
glass was some years ago. When it began to wane there : 
was nothing to do te let it flicker. ‘No retailer could : Emeralds and Pearls 
change that trend. 

“No one remedy will do. I have here a list of six 
medicines from which I try to cure a failing department. ; 


. Push it harder. : 


ee te — Jerome Richheimer 


Get more mark up. : Importers and Cutters 


Get less mark up. ae - — 
. Handle it differently. : FANCY CUT DIAMONDS 


As a last resort, discard it. W 
: 20 West 47th Street 
“Ever since I put my store on a departmental basis = . 
I’ve been astounded at the big profits made by the win- = NEW YORK 
ning departments and the big losses caused by the poor = ae 
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n cresting fact about Mikimoto Pearls 
/ 7 GENUINE PEARLS CULTIVATED 


WENTY-THREE years of experiment 
were spent by Mr. K. Mikimoto in de- 
veloping a perfectly spherical culture pearl. 


The pearl divers at Tatoku are sun-tanned 
young women from 18 to 35 years of age. 
Women are preferred for this work because 
they are able to work under water longer. 


Oysters are four years old before the culture 
operation is performed. Then six years of 
care by the diving girls must follow before a 
sizable pearl can be expected. 


Approximately one-fifth of the oysters treated 
die. One-fifth do not produce pearls. Of the 
producers, only 5% yield first-grade pearls. 


Seventeen patents have been granted to Mr. 
Mikimoto for details in producing pearls and 
for hatching and caring for the “spat,” or 
young pearl oysters. 


The pearl culture farms of Mikimoto which 
are eight in number, cover an area of 40,380 
acres. Over one thousand people are employed 
and more than eighty buildings house the vari- 
ous operations. 


Mikimoto Pearls are excellent merchandise 
and sell profitably. ‘ 


K. MIKIMOTO> 


535 FIFTH AVE NEW YORK 

















ones. The deluded retailer who books all his sales in one 
lump will never know that.” 

“T’ve just been thinking, Don,” said the Old Veteran, 
“a baseball manager often leaves a player in the line up 
if he’s especially popular with the fans and brings lots 
of customers in the gate, even if his records are not so 
good.” 

“But I leave it to you, Old Vet. What would you 
think of a baseball manager who didn’t know and didn’t 
want to be bothered with keeping track of, his players’ 
individual averages? Sure, I know what you're thinking. 

“Well, the jeweler who refuses to departmentize is 
equally—er—balmy, to put it mildly.” 





Do Your Jewelry Designs Click With Fashions? 
Watch your designs 


Men’s rings in the building are an interesting compli- 
cation of design and desire. In the popular grades, ma- 
chine design modernistic motifs and clamp settings all 





This ring has been designed to include all of the popular 
harness buckle motifs. 


register with the public. It is curious to note how pattern 
and theme carry through a cycle of fashion interpreta- 
tion. 

The harness buckle theme which started in shoe 
buckles for tailored footwear traveled to the hat band, 
coat belt and dress. The harness buckle motif continued 
through two seasons in footwear and is now in the 
second season of coats and dresses. 

The fashion of a braided vamp of stripped leathers 
entered the shoe fashion picture some four seasons ago 
and is now featuring in side treatments of the popular- 
priced hats and rings. This motif is shown here com- 
bined with the harness buckle so popular in today’s coats 
and suits. Hence the relativity of fashions. ‘Themes and 
trends filter through from one fashion source to another, 
and the spirit of design reflected must express that which 
is in the minds of the fashion creators of today. 

Watch your designs, see that they click with clothing, 
anticipate the fashion desire of the customer and you will 
always have salable merchandise and have a chance to 
turn stock which, after all, is today the absorbing problem 
of the jeweler. 
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LATEST CREATION 








Ring Design 
U. S. Patent No. 82,243 


NATIONALLY ADVERTISED 


Diamond-Heart Ring 


Unique designs and quality construction are 
back of Diamond-Heart Wedding rings. 
Made in Platinum and 18K White Gold, 
full diamond set, or partly set; also 
may be had carved without dia- 
monds. Write for an interest- 
ing catalogue and prices. 
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Sole Manufacturers 
of the D-H Ring 
U. 8. Patent 
Des. No. 70,208 


THE DIAMOND-HEART CO. 


MAKERS OF JEWELRY SINCE 1907 


62 W. 47th Street New York City 
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Emeralds Catseyes 
Rubies Star Rubies 
Sapphires Star Sapphires 


Chinese Jade Black Opals 


Aquamarines and other 





Precious Stones 


AMERICAN GEM & PEARL CO. 


SIX WEST FORTY-EIGHTH STREET 
NEW YORK 














WM. S. HEDGES & CO. 


IMPORTERS 


DIAMONDS | 


Established 1878 
Incorporated 1911 





20 W. 47th ST. NEW YORK CITY 








FRANK JEANNE, President 

Cc. L. BLEECKER, Vice-President 
DANIEL PRICE, Secretary 

WM. C. GRUNER, Treasurer 


















































Gets Front Page Publicity 


“I estimate that 10,000 people have seen this show and 
the most talked of thing in it is the diamond display!” 
This, which speaks for itself, and front page publicity for 
Ralph Roessler, jeweler of Marion, Ind., came as the re- 
sult of his cooperation with the local theater in presenting 
a four-day style show. Miss Lorraine Woods, the ‘Miss 





Miss Lorraine Woods, Model at the Style Show 


Indiana” of 1930 wore diamonds supplied by Mr. Roess 
ler as the biggest feature of the show in the final prome- 
nade. 

Describing the event, this alert jeweler writes: “She 
wore a lovely evening gown, and a platinum chain and 
pendant set with 700 diamonds and three cabochon em- 
eralds; a bracelet set with 250 diamonds and a wrist 
watch with 250 more. ‘The master of ceremonies called 
particular attention to the jewels, ‘Miss Indiana’ display- 
ing each piece as it was individually announced. Unde: 
the spotlight the effect was dazzling and the audience 
fairly gasped when the announcer stated that she was at 
that moment wearing over 1000 diamonds.” 

The jewelry feature of the show was extensively adver- 
tised by Mr. Roessler and he says that the wholesalers 
offered prompt cooperation in furnishing the gems. 


Paris Says It with Necklaces 

The Parisians now say it with beads, says a recent re- 
port sent from Paris by the correspondent of the United 
Press, who declares that the language of flowers is a 
thing of the past with smart Parisians, who say it now 
with their jewelry and other adornments. Every little 
string of beads has a language of its own and a keen 
student can tell from the ornament on a lady’s hat just 
what is on her mind. 

According to this report colored beads can be read like 
storm signals, and rubies alternated with emeralds have 
a significance all their own. The idea is new in Paris, 
but not original with Parisians. African native women, 
says this correspondent, have used colored beads to tell 
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the 
beautiful 


The lure of jade is 
universal. Its subtle 
beauty makes it as 
popular in this coun- 
try as in the East. It 
is the choice of the 
discriminating always 


The retail jeweler can 
stock and sell fine 
jade with satisfaction 
and profit. It will give 
him prestige and build 
up a most desirable 
clientele 


Let us supply you with 
the fine jade your cus- 
tomers want 
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The Gift To Her Fiance 
THE STAR SAPPHIRE RING 





GEMS OF FASCINATION 


The bestowal of a gift upon her betrothed by the fiancée is a charming 
custom that breathes the romantic spirit of the engagement period. The Star 
Sapphire Ring is suggested as being a particularly suitable gift for this occasion. 


An extensive line of Star Sapphire rings for 
men and women, also cuff links and dress sets. 


Louis N. Marx 


551 FIFTH AVENUE NEW YORK 














PEARLS 


Pearl Necklaces 
Pearl Scarf Pins 
Pearl Ropes 
Black Pearls 
Single Pearls 
Star Sapphires 
Star Rubies 


Charles T. Dougherty Co., Inc. 


Importers of Pearls and Precious Stones 
7-11 West 45th Street New York City 





























their troubles for centuries and to declare their status as 
child, maid, debutante, wife or widow. 

When a black miss of the bush was spoken for in mar- 
riage by a youth of her village she threw away her string 
of white shells and put on a necklace of green beads to 
indicate that she was ripening into womanhood. At 
marriage she must give the green beads to her younger 
sister and drape red beads around her throat. 

It would appear from the report that the jewelers and 
the women of Paris have developed the idea and con- 
ceived necklaces which one can string for herself every 
morning to tell her message to the world. A strand of 
platinum wire and a box of beads is all that is needed to 
prepare the signals to be worn. 

How far the fad will progress or what effect it will 
have in increasing the demand for colored precious stones 
is not yet apparent but there is no doubt it adds to the 
interest in necklaces generally. 





WILLIAM J. WARD PASSES 


Prominent Wholesale Jeweler of New York Succumbs to Heart Disease 


William J. Ward, wholesale jeweler of 15 Maiden 
Lane, New York, known affectionately throughout the 
trade as “Billy,” and William “Jewelry” died Jan. 18, 
at his home, 18 Hobart Ave., Summit, N. J., after a 
brief illness of heart disease. He was 57 years old. Mr. 
Ward, who spent over 40 years in business on the site 
extending from 9 to 19 Maiden Lane, was the founder 
of the Maiden Lane Outing Club and had been secretary 
of the Jewelers 24 Karat Club of New York continuous- 
ly for 14 years. 

The funeral, which was held from the Calvary Episco- 
pal Church, was largely attended by many friends of the 
deceased, the officers, directors and a number of the mem- 
bers of the Jewelers 24 Karat Club being present. Burial 
was at the Arlington, N. J., Cemetery. 

Mr. Ward was born March 31, 1873, in Brooklyn, 
N. Y., where he received his education. He started in 
the jewelry business at an early age, his first connection 
being with Cross & Beguelin, then at 21 Maiden Lane. 
This was the only concern in the trade by which he was 
ever employed. On Feb. 1 of 1902 he embarked in busi- 
ness for himself and from that time on achieved the re- 
spect of all with whom he came in contact. 

In addition to founding the Maiden Lane Outing 
Club and serving as secretary to the Jewelers 24 Karat 
Club, Mr. Ward had also been a member of the Good 
and Welfare Committee of the National Jewelers Board 
of Trade and for six years served on the directorate of 
the Board. 

He is survived by his widow, and a daughter, Mrs. 
Edwin F. Hussa. 





H. C. McCormack, vice-president of T. C. Tanke, 
Inc., Buffalo, N. Y., has been getting excellent publicity 
for gems and jewels for a long time. Recently he learned 
that the Buffalo Museum of Science wanted sets of re- 
productions of famous diamonds. Mr. McCormack im- 
ported two sets, induced one of his customers to present 
them to the museum and on the basis of this incident had 
a special story in the Buffalo Sunday Times on the ar- 
rival of the models and a description of the original gems. 
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BRASS, NICKEL SILVER, 
STERLING, GOLD FILLED, 
GOLD AND PLATINUM 
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Harry C. SCHICK 


INC. 
99.105 CHESTNUT ST. 


NEWARK, N. J. 


NEW YORK 


CHICAGO SAN FRANCISCO 
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| 
in 
Solid Gold 

of 
Mid -Victorian Period | 
1850-1860 - 


An unusually complete selection of masterpieces ot 


__—— 


a famous period. Jeweled with genuine precious anc 
emi-precious stones \ 
We also carry a full line of smart moder n creatior \ 
in 14k gold, set with stones such as Onyx, Turquoise r 
Lapis Lazuli, Chinese Jade, in Cor al, etc 
f le ) an Ear ne¢ B hes 
& NS a 
MEMO SELECTIONS TO RESPONSIBLE STORES 
LEO ELWYN @ CO., Inc. 
23 West 55th St. New York City \ 
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JAMES F. KOPF 


FORMERLY OF 


R. HAEFLIGER & CO. 


ANNOUNCES A PARTNERSHIP WITH 


CARL M. HUCK 


THEIR ORGANIZATION WILL CONTINUE AS 


HUCK & KOPF, INC. 


Importers of Diamonds 


58 EAST WASHINGTON STREET 
CHICAGO 



















FEBRUARY FIRST 
NINETEEN THIRTY-ONE 


The Spring Mode 
| Turquoise and Rose Quartz 







RANDOLPH 0880 















We are featuring Costume Jewelry in 
Rose Quartz, Turquoise, Lapis and 
Chalcedony for the smartly dressed 
woman. 


Our necklaces, bracelets, earrings and 
various creations of the latest modes 
offer beautiful Jewelry at very moderate 








Prices. 
Specialists in Rose Quartz, Turquoise, Lapis, Chalce- 
Costume Jewelry dony, Carnelian, Green Onyx, Crystal, 


Made with 


Semi-Precious Stones 


LEWY & COMPANY 


329 FIFTH AVE. -- — -:- -- -- NEW YORK 


Amber, Jet, Topaz, Amethyst, etc. 
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SPECIAL 






DIAMONDS 
Center Stone .25 
CASH 


The diamonds are of a very FINE COLOR and 
exceptionally BRILLIANT 
Thirty-eight Years in the 
Wholesale Jewelry Business 
in Detroit Is Your Assurance 
of Customer Satisfaction 


J. GEO. HALLER & SON 


1009 METROPOLITAN BLDG., 
DETROIT, MICH. 
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PEARLS, EMERALDS, 
SAPPHIRES, RUBIES 






PERMANENT OFFICE IN THE 
UNITED STATES 


L. SCHIPPER 
62 West 47th St. New York, N. Y. 
Phone BRY { 3027 


BOMBAY BAHREIN 


wi! li. 















































































































Alan H. Bonito & Co.., 


Inc. 


General A gents 
Inland Marine Department 


NEW HAMPSHIRE FIRE INSURANCE 
COMPANY 


NATIONAL LIBERTY INSURANCE 
COMPANY 


INLAND MARINE ALL RISKS JEWELERS BLOCK 


25 Gold Street New York, N. Y. 
Telephone—BEekman 3-6500-01-02 














PAPAZIAN BROTHERS 


DIRECT IMPORTERS 
2 WEST 46TH STREET, NEW YORK CITY 


GENUINE 


) ZIRCON 


Most 
A Full ua of All ory ¥ ae x Blue, whites a fy Colours 


ee 

















GENUINE 


° Japanese Cultured Pearls 


DIRECT FROM THE FISHERIES 
COMPLETE ASSORTMENT—PRICES REASONABLE 
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SAPPHIRES 
DIAMONDS 
RUBIES 
















Faceted and Cabochon 
of all Sizes and Quality 


Star Stones 
of all Sizes and Quality 


48 West 48th Street, New York Telephone BRyant 9-6887 


FANCY COLORED DIAMONDS EMERALDS, OPALS, CATSEYES © 
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| f@ | STARS . EMERALDS 
Daniel leker (| RUBIES. SAPPHIRES 
SN Nmcomoa, a |... CATSEYES .. . 


Manufacturing Jeweler 
Seed Pearl Specialist 


7-11 W. 45th ST. 5 cae 
NEW YORK CITY vate BRACELET LAYOUTS 
mam 46 JADE SPECIALISTS IN 
SAUTOIRS AQUAMARINE- §& ; y HIGH GRADE CALIBRE 


ROPE NECKS AMETHYST 


——— on FINE LAPIDARY WORK 


BROOCHES precious stones 


a 


bined with 
EARRINGS ‘PEARLS beer 


PENDANTS DIAMONDS iam Importers of Precious Stones 


PLATINUM _ Special Order 
DIAMOND and 


MOUNTINGS Repair Work p a J. L. WARNER CO.., Ine. 


TEL. BRYANT 99531 RN | 36 West 47thSt. New York City 
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E’NITH 


CHRONOGRAPHS 
TIMERS 





Seventeen jewel Chronographs 
in Nickel, Silver or Gold. 
Nickel Timers: — 1/5 second, 
1/10 second and 1/00 second. 


Sd 


The 
~ ZENITH WATCH CO. 


INCORPORATED 
64 West 48th Street, New York 
POCKET & WRIST WATCHES & CLOCKS 
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A NEW BUYING PLAN 


NEW LOW PRICES on 
NEW Ub-to-the- Minute 
MERCHANDISE ..... 











2100 Reading Road 


“Qur Specialty Is Designing and Manufacturing 
Salable Jewelry” 
-” _ —_— 














It’s the store that shows the new ideas in 
merchandise—while they are new—that 
gets the business today. 


Dorst is inaugurating a new buying plan 
which will enable you to get these new 
ideas—not just when the salesmen make 
their seasonal calls—but every 60 days. 


And—more important yet—to get them 
at lower prices, due to the savings on pro- 
duction and on selling cost which the new 
Dorst plan makes possible. 


Here is an up-to-the-minute idea in 
jewelry merchandising—on _ up-to-the- 
minute jewelry merchandise. May we 
send you complete particulars of this 
Buying Plan—without obligation, of 
course? This is a new proposition. Write 
us today. 


Jhe Dorst Company 


Mfg. Jewelers 
Cincinnati, Ohio 
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The EMBASSY is 


quality and swank 
together/ 


watch bracelet 





that is smart, 


new and 
Every man who sets eyes on this ditiuans:... 
distinctive watch bracelet will 
favor it. For the famous ” Edge” 
quality and styling that are so 
apparent will create a “buying 


urge and boost your sales... 


New York “Office: 15 Maiden 











SOLD THROUGH WHOLESALERS 


a on 33) €) 3 


JEWELRY COMPANY 
480 Washington’St., Newark, N. J. 














A Le 


BAYER, PRETZFE DER & MILLS, Inc. 
WATCHES 


IMPORTERS FOR THE 
WHOLESALE TRADE ONLY 


ELAINE-GOERING 
GLYCINE 





15 Maiden Lane New York 
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GET SIOMES 





SAPPHIRES 
RUBIES 
EMERALDS 








STAR SAPPHIRES 
STAR RUBIES 
CATSEYES 


CARVED RUBIES, SAPPHIRES AND EMERALDS 


ROBINSON «. SVERDLIK, inc 


527 FIFTH AVE 
NEW YORK 


IMPORTERS OF PRECIOUS STONES 
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“ PALLADIUM * 


STANDS ON ITS OWN MERITS 


A metal so abounding with desirable features as a 
jewelry metal hardly needs to be considered as a 
substitute; its qualities are ample to assure it a 
place by itself. 
eS 

Palladium is not offered, nor should it be considered, 
as competitive against Platinum, which no metal 
can replace in its class. 


There is, however, a demand for less expensive 
jewelry of white, permanent color and for this class 
nothing can excel PALLADIUM. 


Here are some of the merits of Palladium that 
warrant its acceptance as a jewelry metal. 


HIGH QUALITY 


Palladium is a sister of platinum; to make it spe- 
cially suitable for jewelry we add a small per cent 
of other members of the platinum group. Palladium 
is a noble metal, as are gold and platinum. Metals 
in this class, like rare gems, are preferable for 
jewelry rather than base metals or common stones. 
Palladium contains no base elements. 


NEWNESS 


Essential to a public demanding it and getting 
novelty in many lines that conflict with jewelry 
markets. The first new metal placed before the 
jeweler in over ten years. 


COLOR 


An attractive natural and permanent white for a 
public educated to white jewelry—and admirably 
suited as a background for gems. 


LIGHTNESS 


An original feature as a precious metal for jewelry 
is the low gravity of Palladium. Consider what 
an appeal this offers for pieces otherwise bulky 
in weight — cigarette, vanity or watch cases for 


example. 
PRICE 


The low cost plus the lightness of Palladium brings 
its price well within reach for medium class jewelry. 


WORKING QUALITIES 


Easy to set without damage to stones. Easy on 
tools and dies. You can melt it yourself. Its work- 
ing qualities compare with platinum. 


Let us give you more information. 
Ask for booklet A on Palladium. 


The American Platinum Works 
° N.J.R.R. AVE. AT OLIVER ST., e 
*, NEWARK, N. J. e* 
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TRADE MARK 
REGISTERED 


PLATINUM 
WHEELER oyat®xp = JEWELRY 
“Wheeler Quality” in Modern Style— 


A combination which we believe can be of great assistance to you in 


presenting to your customers jewelry that will merit their consideration. 


THE WHEELER WATCH 


The Highest Perfection is reached in The Wheeler Watch. A superior 


watch at a reasonable price, but first and last a watch of quality. 


HAYDEN W. WHEELER & CO., Ine. 


WATCH IMPORTERS 


58 West Fortieth Street New York 












































Buying Information for 


Store and Shop 


There is too much information to detail here. This Directory 
covers about sixty lines, alphabetically arranged. If you want 
new sources of supply for your jewelry stock, you find them in 
the Directory. If you want to add new lines of Art Leather 
Goods or Umbrellas, or anything in the a!phabet between, look 
in the Directory. If you want a new tool, appliance or machine, 
the Directory tells you where to find it. If you need work done 
outside, the Directory gives names and addresses. 


All this information and more is com- 
pactly and handily placed in the 3 x 6% 
inch, 324 page, 1930-31 edition of the 
Buyers’ Directory—yours for One Dollar 


Jewelers Publishing Corporation 
239 West 39th St. New York City 
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LACE this Window Display in your 

windows at regular intervals all-year 
round, for there’s no off-season for sports’ 
events. Wallace also offers jewelers and 
committees a chart of trophy recommenda- 
tions to hang on the wall. 


R. WALLACE & SONS MFG. CO. 


Silversmiths — Wallingford, Conn. 





Wallace are designers and makers of tableware, dresser silver and trophies in 
Sterling; tableware and trophies in Silver Plate; Early American and De Luxe 
| aN eee ark ae Founded in 1835 


SAN FRANCISCO 
140 Geary St. 


PHILADELPHIA 
1204 Chestnut St. 


CHICAGO 
10 So. Wabash Ave. 


NEW YORK 
411 Fifth Ave. 








This catalogue 
gives you a fly- 
ing start in the 
race to become 
trophy head- 


quarters. 


Youthful Babe Ruths are out in 
vacant lots practicing to become home- 
run kings, golfers are trying their best 
to get into Bobby Jones’ form, poten- 
tial Tildens by the thousands are 
thronging the tennis courts! For 
Spring is here and everyone, young 
and old, is getting into training. 


Teams and individuals are going to 
win trophies! Who is going to get 
the profits? You are—if your store 
is known as Trophy Headquarters. 


Here’s a course of training that 
puts your store in championship 
form. First, write for the new Wal- 
lace Trophy Catalogue. After you have 
chosen your stock from its hand- 
somely illustrated pages, keep it con- 
venient to show some committee that 
wants a very special trophy for a par- 
ticularly outstanding event. We know 
this is the handsomest Trophy Cata- 
logue Wallace has ever put out and 
we sincerely believe it’s the best and 
most complete Trophy Catalogue in 
the industry. 


The Wallace Trophy Headquarters 
window display and a set of post- 
cards to be mailed to different athletic 
committees will help identify your 
store as Trophy Headquarters. Just 
write for them, when you order your 
stock of trophies. 


MEMBERS OF THE 
STERLING SILVERSMITHS 
GUILD OF AMERICA 

















Trophies purchased by Sail Fish Club of Florida from Florida jewelry concern. 


uilding Profits in Sterling Trophies 


The ever increasing popularity 
of sterling silver as prizes for contests of all kinds, par- 
ticularly athletic events and boat races, is distinctly 
gratifying to the jewelry and silverware trade. What is 
equally pleasing to our dealers is the fact that silver is 
again regaining its place as a memento of esteem for use 
as personal testimonials. All this is due in part to the 
awakening of the jeweler to the necessity of having such 
prizes considered, but probably more to the adaptability 
of silver as a medium to express sentiment which such 
prizes should manifest. 

The retail jeweler has a greater opportunity to develop 
business for his silver in this way than he has had for a 
great many years past, but the proposition is not a simple 
one. It is a case of, first, familiarizing himself with not 
only the coming events, but the people in charge of them, 
particularly the individuals who are to dominate the 
selection of the prizes. Then it is a question of going 
after it by personal solicitation and offering his services 
as an expert in making a selection. 

To illustrate: Recently a school teacher was retired 
after 50 years of faithful service. Loyal old pupils ar- 
ranged to give her a nice present. Some of them wanted 
to give her a loving cup and others thought such a piece 
would be useless. Luckily they went to a jeweler who 
had a keen appreciation of the fitness of things. It did 
not take a great deal of convincing on his part to show 
them that while a silver loving cup might be out of place 
in this particular instance, a fine silver vase would prove 
most appropriate, and to this they all agreed, arranging 
with a florist to have this vase filled each year with 
flowers on her natal day. Thus the jeweler’s tact kept 
the present within the line of silver despite the fact that 
the idea of utility was in the minds of some of the donors. 

When one considers the number of golfers and yachts- 
men in the country, not to speak of fishermen and other 
sportsmen, the increasing number of contests among them 
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and the prizes that must be offered, the tremendous field 
for the merchants supplying these prizes alone is self- 
evident. Some years ago, when these contests were few 
and far between, the loving cup was considered the 
proper prize. ‘Today, there is a reaction of sentiment, 
particularly among those who have obtained a number 
of such cups. Here’s where the tactful jeweler can step 
in, and even where the committee does not favor a loving 
cup, he can (as in the instance above noted), direct the 
selection to other pieces of silver that are equally beautiful 
as any other article that can be selected, but far more 
beautiful and appropriate as a tribute of skill. 

The silver line offers everything in prizes, from the 
goblet, mug, plate, pitcher, to the cocktail shaker. It 
has the quality of value and it lasts forever. It can be 
suitably inscribed and can express the sentiment of the 
donors as nothing else can. But, as said before, to direct 
sentiment toward the silver prize and overcome resistances 
that may have grown up in the past few years, the re- 


(Turn to page 143) 


Prize cups furnished to the Daytona Golf and 
Country Club by a Florida jeweler. 
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Gorham's newest sterling pattern—an outstanding success since its introduction 





— deserves the spotlight in your store. Start the Wedding Season right — stock 
Hunt Club. Note the attention, the sales, the friends it wins foryou. 7 7 7 


Then remember too, it's being dramatically featured in full pages of America's 











ten leading class magazines, reaching 2,693,556 subscribers each month, all of them 
'Can-Buys''—not "Wish-We-Coulds." 7 7 
MI Hundreds of the country's leading jew- 




















elers are daily enjoying substantial sales of 





Hunt Club. Repeat orders are running high. 





Well advertised, fast-moving patterns are 


the items to stock. Hunt Club is one. 








Ask about our two personalized selling 





plans; the Bride Spoon Box and the 
Bride Brochure. For further details, 








write, wire or phone. 










































Boston Jewelers Hold Banquet 


Annual Event of Club at Copley Plaza Hotel Attended by 





Over 400 Members and Guests 


Boston, Mass., Feb. 4.—With an imposing array of 
state and military guests at the head table, the 43rd an- 
nual banquet of the Boston Jewelers’ Club was staged at 
the Copley Plaza last night, in an atmosphere of con- 
viviality unequalled for years, despite the general depres- 
sion and drought. 

Innovations there can be in the program, but they are 
merely changes. This was evidenced by the program of 
entertainment and the edibles dished up by the banquet 
committee, headed by the secretary, Albert R. Kerr, who, 
with years of practice, coupled with a gift for steering 
social functions, is a master of this work. Everybody in 
New England and far beyond knows this. Hence more 
than 400 guests and members were on hand long before 
the trumpeter sounded “the cook-house,” to participate 
in the treat prepared for them. 

At the head table, where the guests assembled, to the 
military march played by a big orchestra, were Governor 
Joseph B. Ely, Joseph Conroy, representing Mayor Cur- 
ley; Rear Admiral Louis M. Moulton, Major General 
Henry Connor, First Corps Army Commander; Capt. R. 
P. Schlabach, Lieut. Commander R. O. Davis, U. S. N.; 
Colonel John H. Hughes, U. S. A.; Lieutenant J. 
Trumble Brown, U. S. A.; Bartley A. Doyle, Philadel- 
phia; Edwin F. Lilley, president, American National Re- 
tail Jewelers’ Association; Charles E. Sommer, president 
New York Jewelers’ 24 Karat Club; Stephen H. Garner, 
president New England Manufacturing Jewelers and 
Silversmiths Association; Cyrus J. Gidley, president 
Massachusetts and Rhode Island Retail Jewelers’ Asso- 
ciation, and the Reverend John Nichol Mark. 

So the evening proceeded until President William L. 
Stone rapped for silence while he welcomed the guests 
and members officially. This was brief and to the point. 

Charles Foy, son of Eddie Foy, served as master of 
ceremonies. Bartley Doyle, as toastmaster, introduced 
the Governor and other notable guests. 

After the distribution of cigars and cigarettes by the 
banquet committee, which marks the end of the table en- 
tertainment, a brief intermission was taken for the guests 
and members to get their second breath in readiness for 
the second half of the program, a vaudeville performance 
unexcelled in or out of New York. 

During this intermission, the chief attraction was the 
souvenir room, where everybody went, and came back 
smiling. The gift by which everyone would remember 
the 43rd annual banquet was a telechron electric clock, 
in a mahogany bakelite case. Not since the club began its 
banquets 43 years ago, so old-timers say, has the souvenir 
excelled the present one. 

The vaudeville, embracing more than a dozen numbers, 
included every hit of the day. It provided more than 
two hours of incomparable entertainment and laughter 
in places. This part of the program was directed by 
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Paul Danish, superintendent of the Metropolitan Amuse- 
ment Co. 

Howard A. Martin served as head of the reception 
committee, which was on hand to receive the guests and 
members. 

Great praise is due to the committee on arrangements 
for the unexcelled entertainment provided. 





National Jewelers Publicity Association 
Completes Successful Year 


The thirteenth annual meeting of the National Jewel- 
ers Publicity Association was held Wednesday, Jan. 21, 
at the Commodore Hotel, New York, for the purpose of 
electing officers and to receive reports of the activities for 
the past year. P. J. Coffey was unanimously elected pres- 
ident; Arno A. Dorst of the Dorst Co., Cincinnati, Ohio, 
vice-president; H. L. Farrow of Carter, Gough & Co., 
Newark, N. J., treasurer and ex-officio member of the 
finance committee; John Drake, executive-secretary ; 
Harold E. Sweet of R. F. Simmons Co., Attleboro, 
Mass., chairman finance committee and Witherbee Black 
of Black, Starr & Frost-Gorham, Inc., New York city, 
member of the finance committee. 

The treasurer’s report showed ample funds for con- 
tinuing the work on the same basis as during 1930. The 
statement showed cash receipts from all sources amount- 
ing to $11,168.90 which included $6,063.25 collections 
on subscriptions, $3,484.86 earned interest for the year 
and other items amounting to $1,620.79 with total dis- 
bursements of $56,132.37 and liquid funds in the amount 
of $78,603.71 with liabilities of $1,075.32. 

A budget of $54,900 was adopted for the ensuing 
year. 

Secretary Drake’s report shows that the results of the 
work of the association had greatly exceeded that of 1929 
and a large increase in publicity circulation over the pre- 
ceding year amounting to 429,281,548 against 162,797,- 
899 for 1929 and that the above circulation figures which 
is only a small part of the circulation of articles pub- 
lished, is equivalent to an advertisement in one of the 
leading weekly magazines for 143 issues or two and three- 
quarter years and space in each issue during this period 
would involve a cost of $1,750,000. 

The following directors were nominated and unani- 
mously elected for the ensuing year: One Year—E. A. 
Kiger, H. E. Sweet, Walter Kahn, Witherbee Black. 
Geo. W. Gambrill, Sidney Y. Ball, J. Engel, P. J. Cof- 
fey, H. L. Farrow, H. Didisheim. 

Two Years—Leo J. Vogt, Jerome Wiss, Edgar M. 
Docherty, Fred G. Gruen, Arno A. Dorst, L. B. Her- 
schede, N. J. Stern, Arthur Lorsch, A. A. Everts, G. H. 
Niemeyer. 
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AS VENERABLY CORRECT AS TEA ITSELF 
Treasure Solid Silver in the William and Mary Style goes back for its 


purity of line to the very days when tea itself was first coming into 
vogue as an English institution. Pepys, of diary fame, for instance, did 
not have his first cup of tea until 1661, and it was only twenty-eight 
years later that William and Mary acceded to the throne. In this in- 
terval, Seventeenth Century silversmiths first learned the art of helping 
gentle people to serve their tea correctly. Out of that period developed 
the style of Tea-ware reproduced to-day in the William and Mary pat- 
tern. Graceful, lovely, enduring. Pedigree silver that makes instantaneous 
appeal wherever the charm of period designing is appreciated. 


Creasure Solid Silver 


STERLING 9925/1000 FINE 


ROGERS, LUNT & BOWLEN CO. — _ SILVERSMITHS — _ GREENFIELD, MASS. 
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WILLIAM & MARY 




















Craig D. Munson Heads Sterling Silversmiths 
Guild 


The annual meeting of the Sterling Silversmiths Guild 
was held at the Biltmore Hotel, New York, Jan. 21. The 
meeting itself followed the annual dinner. 

Sinclair Weeks, the retiring president, submitted a very 
interesting report of the year’s work and stressed the 
significance of the fact that the past year seemed to have 
resulted in the strengthening of trade associations gen- 
erally rather than in their disintegration. 

“That the obituary notices of trade associations have 
not been long and many during the past year,” he said, 
“carries to me a far-reaching significance indeed. I be- 
lieve it is the most convincing kind of testimony if any 
additional were needed, of the very definitely accepted 
position of the trade association in American business to- 
day. I take it as evidence of the fact that no longer is 
the trade association looked upon as a service organization 
in the old sense, but it is recognized as being a very nec- 
essary factor in the business picture. 

Marked interest centered on the report of the nominat- 
ing committee and the unanimous election of the candi- 
dates submitted was greeted with loud applause. ‘The 
following officers were elected: President, Craig D. Mun- 
son, of the International Silver Co.; vice-president, Ed- 
mund C. Mayo, of Gorham Mfg. Co.; treasurer, Henry 
Norton, of R. Wallace & Sons Mfg. Co.; secretary, 
Alexander Vincent. 

To the end of furthering this closer understanding 
between the trade and the Guild, one of the first acts of 
the new president was the appointment of a committee 
to consider ways and means for the development of more 
active and more widespread cooperation between the 
Guild and the trade at large. 

Another development was a plan to set up at Guild 
headquarters what might be termed a general clearing 
house for news releases, photographs and other informa- 
tive material on sterling silverware—all of which is to be 
made available to the press generally and to those inter- 
ested in the preparation of articles on the subject. 








Profits in Sterling Trophies 
(From page 139) 


tailer must be in close personal contact with those who 
have the prize in charge. 

Among the first prominent silver prizes of 1931 is the 
group illustrated herewith which was made for the 
events of the Sail Fish Club of Florida. The order for 
this was placed through the Greenleaf & Crosby Co. of 
Palm Beach. The prizes were made by the International 
Silver Co., Wallingford, Conn. ‘They consist of pieces 
with distinctly utilitarian features, but suitably engraved 
with an inscription of the event. Most of the pieces 
shown beside the inscription also have a sail fish enameled 
in natural colors, the emblem of the club awarding them. 

Another group of this year’s prizes made by the same 
company is also illustrated, this group comprising pieces 
in loving cup form, through a Florida retail jeweler, and 
the prizes will be awarded by the Daytona Golf and 
Country Club of that State. 


THE JEWELERS’ CIRCULAR 
for March, 1931 


needs 




















Silver positively cannot 
tarnish in these... 


ROOF 


CHEST 


SILVERSEAL 


JARNSH 


SILVERWARE 





Patent No. 1791594 


Advertised in and guaranteed by 
Good Housekeeping,and approved 
by several thousand users 


You will be surprised 


if you will make a window display, and 
run an ad in your local paper, how many 
women there are in your community who 
are looking for something in which to 
keep the silverware they already have 
from tarnishing. 

THESE CHESTS ARE NOT TO DISPLAY SILVER IN 


Write for catalogue and prices 


Associated Silver Company 


4452 Ravenswood Ave., Chicago, also 
E. & A. Gunther Co., Limited, Brantford, Ontario, Canada 
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Se mm 
Two Outstanding Patterns 


Reflecting the value and 
IRISH extended popularity of 
— UE well conceived design as 
interpreted by Dimes. | 


STERLING 
THE DEBUTANTE 


a pattern of dynamic expression which has 
sold astoundingly well for the past year 







































AND 


IRISH ANTIQUE 


The origin of this charming pattern goes 
back to Joseph Walker, who between the 
years 1698 and 1702 worked with the 
famous old Goldsmith Company of Dublin, 
Ireland, first as Warden and later as 
Master of the Company. Its classic charm 
has stood every challenge of changing style 
for 300 years. 





What would be more natural than that 

Dimes’ craftsmen, outstanding silversmiths 

for generations, should express their years 
. 3 of experience in the production of patterns 

DEBUTANTE : - 4 of such widespread acceptance and popu- 

IN DIMES i. + larity? 

STERLING t 

And what more convincing of the selling 

power of these patterns than their steadily 

maintained volume, year after year? 





RICHARD DIMES 


COMPANY 


STREET BOSTON ee Oe ae 























A Jury of Women Decide 
(From page 73) 


lines of the tea and coffeepots should be tall and graceful, 
and one should look critically at the spouts to see if they 
would pour well. 


For the creamer, perfect pouring would be a necessity, 
and positively no drip left to fall on the tray. The sides 
of the sugar bowl should not come too far over the sugar, 
as that makes it difficult to serve. It was amusing when 
the waste came up for discussion. All said, “I want one 
that can be used for other things besides just a waste.” 
It should be possible to use it for whipped cream and 
mayonnaise and, in her imagination, she sees it filled 
with many tempting sauces. 


She would consider the tea tray critically. Is it large 
enough to set up the service so the beverage may be easily 
poured? Has it a good balance when lifted with the 
service arranged? 

The desire was expressed for a plate from which many 
things might be served. A chop plate was the one most 
frequently chosen. It must be one on which a salad 
could be arranged, or ice cream or other dessert be un- 
molded. All approved most heartily of the vegetable dish 
whose cover can be made to serve as another dish. 


A silver bowl with a flower holder was mentioned as 
being a desirable purchase, one from which the holder can 
be removed and the dish used to hold fruit or other foods. 
Often the suggestion of the many uses for a piece of silver 
will be the deciding influence consummating its purchase. 


The opinion seemed to be that it is very difficult to 
purchase a silver tray for a waitress to use, which is not 
too heavy for her to carry easily when the dishes were 
placed on it. Many had in mind a tray which could be 
used not only for the waitress, but one suitable for the 
serving of after dinner coffee and appropriate for cool 
drinks in summer. 


When asked “What is your favorite piece of silver?” 
the reply of more than half of these women was “The 
candle stick.” The preference was for the tall candle 
stick from eight to 12 inches in height, of very simple 
design and one which will hold firmly the average sized 
candle without having to wind it with paper. It mat- 
tered to very few whether the candle stick matched the 
other silver in design or not. Many would like two 
pairs, one a little taller than the other, thinking in this 
way many artistic combinations could be arranged on the 
table. The tall and graceful candelabra, with its many 
holders for candles, was still dear to many a heart and 
the new designs which hold two and sometimes three 
candles were voted a popular choice. 


Many mothers were questioned as to the silver for the 
little tots. ‘The silver tray came first as beautiful, useful 
and very easy to clean. Others spoke of the porringer 
as “So attractive and absolutely unbreakable.” The silver 
cup which, in former years, was the precious possession of 
nearly every child, is today just as coveted, but the 
criticism that many were made too heavy for the tiny 
hands to grasp was often heard. The little knife, fork 
and spoon, made especially for the little ones’ needs, were 
favorites, but the spoon with the loop handle was deemed 
most unadvisable as it formed bad habits in handling table 
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REPOUSSE 
PATTERN 


_fterling _filver 


IN FANCY 
PLAIN BACK 


























Prices—Attractive 





TRADE MARK 


rem 
@25)!000 


Weights Good and Substantial 


Dozen 
Salad Forks (Individual) $18.00 
Coffee Spoons 8.00 
Orange Spoons 18.00 
Bouillon Spoons 18.00 
Ice Cream Forks 18.00 
Oyster Forks 15.00 
Butter Spreaders 20.00 


Retail Prices—Subject to Discount 
Repoussé hollowware to match. 


Matching odd pieces in Sterling Silver our 
Specialty. 


The Schofield Company 


Designers and Makers of Sterling-Silverware 
Joseph D. Little, Manager 
Baltimore, Maryland 


Established 1871 
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ATSON Dogs It! 

















Patent Applied For 


THE WATSON COMPANY 
ATTLEBORO, MASS. 
NEW YORK CHICAGO 





LOS ANGELES 
+ 643 So. Olive St. 

















347 Fifth Ave. 37 So. Wabash Ave. 


 atatcon Stetina | 

















ee 
A GENIUS 
builds 
a candle stick 
WATSON offers the greatest 1m- 
provement in candle sticks in years! 
A bobeche that instantly centers 
and grips the candle, causing it to | 


stand absolutely upright! No more 
bothersome fitting jobs each time 
new candles are inserted in these 
new Watson Candle Sticks. An 
invention that you can talk about 
—an improvement of instant appeal 


that will stimulate sales. 


This invention is featured in each 
candle stick in the Watson Line. 
Interested? Say the word, and we 


will arrange to have you see them. 

























utensils which were hard to break. The food pusher was 
tabooed by every mother questioned. 

These are the opinions of the average woman, not one 
who has her millions nor one constantly endeavoring to 
make ends meet, but one who has a sufficiency of this 
world’s goods, so that she lives well and buys freely, but 
with discrimination. One who wants beautiful things in 
not too simple surroundings. ‘The opinions and desires 
here chronicled are fact, not fancy. 





Light Through the Clouds 
(From page 69) 


as of yore may shortly be headed for the ports of that 
populous country. In South America quietness has suc- 
ceeded revolution and constructive efforts are everywhere 
in evidence. The refusal to agree of one country alone 
stands in the way of an agreement on the world produc- 
tion of sugar. Hope is high that accord may yet be 
secured, in which case Cuba will again be prosperous 
and seeking goods in the American markets. 


“Despite the low condition of business, the waning of 
confidence, and the most intense discouragement, our 
country has suffered little diminution in real wealth. 
Savings deposits in banks are greater than a year ago. 
These deposits constitute a reserve and in such times as 
the present furnish the bulwark against a more extensive 
depression. 

“Vital statistics, as well as life insurance companies’ 
figures, bear witness to the good health of our people 
during the past year. Never before in the history of the 
country have leaders in business given so much conscious 
thought and attention to providing employment for wage 
earners. Many millions of dollars are being expended 
for modernizing and re-equipping plants. 

“More significant than all this is the research constantly 
prosecuted in transportation, in chemistry, in physics, and 
in applied science of every kind, with the object of dis- 
covering formulas which will still further diversify in- 
dustry, increase employment, make higher the annual 
realized national income, furnish more creature comforts, 
and create a higher standard of living. 

‘As month succeeds month, inventories in America will 
be reduced, thus hastening the day when unemployment 
will give way to employment, and, in consequence, dis- 
may and pessimism will give way to hope and buoyancy 
of spirit. Nothing so develops versatility and resource- 
fulness as hope; nothing so inhibits them as fear and its 
close companion, despair.” 





Celebrates Golden Anniversary with Detroit 
Firm 

Detroit, Micu., Feb. 1—A. W. Buchbinder on Jan. 
15 celebrated his 50th anniversary with the house of 
Wright, Kay & Co. and its predecessors. 

The event was marked in many ways but none more 
pleasing to Mr. Buchbinder than the action of a number 
of his New York friends who had dealt with the house 
since he joined in 1871. They sent him a handsomely 
engrossed memorial testifying to their long standing 
friendship. 
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TROPHY CUPS 











A New Series—Simple But Very Grace- 
ful in Line 


Medium Weights 


Prices Adjusted to the Present Price 
of Bullion 


No. 343 


Every Inch—7 to 10 and 
| Every Two Inches 10 to 24 


yy YS 


CURRIER & ROBY 


217 E. 38th ST.. NEW YORK 























147 








148 THE JEWELERS’ CIRCULAR March, 1931 





The most important 


ANNOUNCEMENT soe 


im the history of silver-plating! 


“It is with justifiable pride that we officially announce the most im- 
portant discovery in the history of silverplating—a silverplate that 
will positively not tarnish! Although originated, developed, and 
perfected in our own shops over a year ago, we chose to first subject 
this new silverplate to every conceivable abuse to test its tarnish- 
resisting qualities. The fact that we now offer Sheets Tarnishproof 
Silverplate to the jewelry trade is ample proof of the results of these 


exhaustive metallurgical and practical tests. 


Housewives wanted a tarnishproof silverplate, the industry de- 
manded it, and here it is! Sheets ‘“‘Tarnishproof” ends polishing 
drudgery! Its appeal is instantaneous! Yet all we ask is that you 
order a representative group for window display purposes—the cost 
of which will be less than a hundred dollars. Then we'll let you 
judge the unlimited mechandising possibilities of Sheets “‘Tarnish- 
proof” by the number of people who stop to look at your window 
and come into your store. A complete range of window display 
material, including ‘‘Tarnishproof” guarantees, is ready for you 


now. Orders are coming in from all over the country. Won’t you 


write, wire, or phone us for full information—today ... NOW? 


Cn 


PRESIDENT 
SHEETS-ROCKFORD SILVER CO. 






oe by the makers of % I LVE R Pp L AT E 


SHEETS-ROCKFORD SILVERPLATE J 
.. . SHEETS GENUINE PEWTER ... 
. . » SHEETS GENUINE COPPER ... PATENT APPLIED FOR 


SHEETS-ROCKFORD SILVER CO., Rockford, Ill. 























National Association of Credit Jewelers to Meet 
in Chicago March 16 to 18 


With the time for the fifth annual convention of the 
National Association of Credit Jewelers, to be held at 
Chicago, March 16 to 18, drawing near, details and 
plans have been speeded up. Every effort is being made 
to make the 1931 convention the greatest jewelry show 
of its kind ever held, according to an announcement from 
the office of J. Frank Newman, executive secretary of the 
National Association. 

An increasing number of manufacturers have reserved 
exhibition space, and it is anticipated that not only will 
there be more manufacturers exhibit, but there will be 
the largest number of booths ever taken at a jewelry 
show. Most of the manufacturers are now busy on new 
displays and new lines to be presented for the first time. 

The Business Program is being rapidly rounded into 
shape and will undoubtedly be distinctive, due not only 
to the character of the program but to the speakers who 
will be placed thereon. ‘Those who attended the 1930 
convention at Philadelphia will remember the interesting 
noonday talk by E. St. Elmo Lewis, of Detroit. Mr. 
Lewis has been engaged to conduct a sales clinic the 
entire afternoon of Thursday, March 17, at which time 
he will not only present a talk on the customer of 1931, 
but will analyze conditions and happenings of the past 
year, and he will answer questions. 

The noonday luncheon dates will be filled by nationally 
known speakers, each of whom will bring a message of 
importance to the credit jeweler. The group meetings 
will be conducted as usual. 

On Wednesday afternoon the usual business session 
will be held with the election of officers and the choosing 
of the convention city for 1932. 

There are a few more exhibition spaces available and 
they may be reserved by communicating with J. Frank 
Newman, Executive Secretary, 13 N. 13th St., Philadel- 
phia, Pa. 





Show Me the Way to Go 
(From page 75) 


much lower commodity price than has existed for years; 
I should say on an average of at least 25 per cent less. 

“As to getting rid of old stock, I am afraid that the 
retailer will find this a rather difficult thing to accomplish 
this year. The disposition of old stock, by the first proc- 
ess of materially lowering its price, should have been 
undertaken early.in 1930, because commodity prices at 
that time were beginning to recede and it is wisest, in my 
estimation, to take the quickest and first loss, rather than 
to hold on. Carrying of this stock inevitably prevents 
the jeweler from buying newer stock at the lower prices, 
which makes it difficult for him to compete with those 
who did buy new stock at the lower prices. 

“Naturally, the stock must be kept clean and in first 
class condition and the stores themselves kept up as much 
as is possible so that the public will not sense any lack of 
activity and attention in catering to their needs. Jewelers 
of established reputation must be very careful to be sure to 
maintain their reputation for truthfulness and good mer- 
chandise. Forced sales, with exaggerated statements and 
the inclination to put out merchandise of inferior grade, 
will not meet with the response that they have in the past.” 
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Pewter by Poole 


Identified by the Mark of Excellence 


TRADEMARK 





One of 26 popular Candle Sticks shown in the Poole Catalog 


Poole has stuck to his guns in the matter of 
quality. Here is one line of Fine Pewter never 
found in cut-price establishments, built for and 
sold by jewelers who recognize that real profit- 
making depends upon selling merchandise of 
standard quality. Considering weight and 
purity of metal, variety and beauty of patterns, 
national advertising in many popular maga- 
zines, no line of Pewter offers Jewelers greater 
opportunity. The latest illustrated Catalog and 
Price List will be gladly sent you. 





4 popular Tea Set among the 18 illustrated in the Poole Catalog 


POOLE 


SILVER COMPANY 


Making Fine Pewter for 35 Years 


TAUNTON, MASS. 


Boston — New York — Chicago — San Francisco 








149 














150 


THE JEWELERS’ CIRCULAR March, 1931 





WATERFORD GLASS -- - 


. . . . « No mere imitation but the same as produced by our 
Irish ancestors whose fine 
traditions are faithfully 
carried out in our Corning 


factory 
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HAW KES 








Write for our new illustrated 
Brochure on Waterford Glass 


Just Published 


T. G. HAWKES & CO. 


CORNING, N. Y. 


Makers of Rock Crystal Glassware for Over Half a Century 


Pacific Coast Office 
New York Office 140 Geary St. 
542 Fifth Avenue San Francisco 









































Examples of fine china 
short line open stock 
patterns suitable for 
the gift department. 


Fine China a Sales Magnet 


New here is an 
interesting situation. Many charming girls are to be 
married. Many newly joined couples will be receiving 
silver, china, crystal, furniture, etc., etc. 

Many persons will be called upon to fulfill their social 
obligations. The natural source of supply to the vast 
majority of persons, in such cases, is the jeweler, pro- 
vided the jeweler has a comprehensive line of wanted 
items. That’s where the closely related line of fine china 
fits into the picture, for silver, china, crystal are the three 
old ‘wedding standbys.” 

Chinaware brings good profits, attracts new customers 
and creates sales for silver and jewelry. To a woman an 
attractive exhibition of fine china is irresistible. She will 
step into a store with the excuse of asking a price so that 
she can handle it and examine it more carefully. As a 
magnet to bring people right into the store there is noth- 
ing more effective than the right kind of china display. 

“But I don’t know anything about china,” some jewel- 
ers will declare. ‘It’s very easy to learn,” is the answer, 


and the integrity of the majority of fine china manufac- 


turers and importers can be relied upon. They will ad- 
vise you correctly for their own good, as they are seeking 
reorders. 

Service plates are always good stock for jewelers and 
it is but a step from these to short lines. This latter 
comprises everything needed for tea-or dinner sets minus 
the covered dishes for vegetables and large meat platters. 
This enables a jeweler to sell his silver and plated cover 
dishes and other hollowware that goes to make up a com- 
plete dinner service. A jeweler may buy patterns that 
are held exclusively to his store in his town and thus he 
escapes the keen competition of china or department 
stores. 

Cheap dinnerware should have no place in a jewelry 
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store because there is such sharp competition that the 
profits are very small and because it is the better class and 
exclusive ware that will build for him a quality reputa- 
tion and enhance his position in the community. 

In the high class ware the profit is good and the invest- 
ment small. The open stock is carried by the importers 
and orders can be filled immediately from warehouses 
within 24 hours. 

The advantage of selling short-line open stock ware is 
that a jeweler can give a customer just as many pieces as 
she needs and she can add to her first purchase from time 
to time. Should a customer want to start with covers for 
six or eight, she may do so, not having to buy a 100-piece 
set as is so often the case with complete dinner sets. 


The chief advantage 


to be derived from this class of ware, apart from quality 
basis and the exclusive handling, is the fact that heavy 
stocks are unnecessary, as importers or manufacturers will 
carry the stock for the jeweler. 

One jeweler hit on the idea of transforming part of a 
spacious basement into an English dining room, chairs, 
tables and all. Here the china, silver and crystal are 
shown off to the best advantage. Another fine jewelry 
store in the South has its own private pattern, which is 
successfully sold as a specialty in conjunction with the 
regular open stock lines. 

In all cases where jewelers have made either a modest 
or outstanding success in china selling, the display of mer- 
chandise has been considered as secondary only to the 
actual patterns themselves. Without doubt the third im- 
portant factor is the selling. In this particular field a 
capable woman invariably proves to be a wonderful asset 
to any store. The selling of china is distinctly a wo- 
man’s job, if she is capable. 
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The Fascination of Fine China 
is irresistible to your women customers! 


It draws them into your store . . . increases the sales in all your 
other departments and above all materially adds to your turnover 
and PROFITS. 


If you have never sold china, we will show you how a most profitable 
department may be inaugurated ata MINIMUM EXPENSE, and 
in the small space of 30 x 72 inches. 


The pattern illustrated is one of our latest offerings. It will meet 
with instant response from your patrons. 


There is new prosperity for you in selling Rosenthal China. May 
we forward full information on our attractive line and _ business- 
building proposition? 


The ROSENTHAL CHINA CO. 
149 Fifth Ave., New York, N. Y. 











FAMOUS 
THE 
WORLD 















Illustrated Pattern No. 5893, available from New York Stock in two colors, apple green and maroon. Write for Samples. 



























Wilson A. Streeter, 
jeweler, of Mount 
Vernon, N. Y., en- 
tered the jewelry 
business as a boy and 
has had experience 
in every department 
of the retail store. 
He was for many 
years vice-president 
and manager of 
Bailey, Banks & 
Biddle, Philadelphia, 
before _ establishing 
his present business. 


BUILDING 


PEWTER 
PROFITS 








In what department should pewter be sold has 

been an undecided question in the minds of many 

jewelers. How should it be merchandised? Here 

is one alert jeweler who solves this problem with 
a practical merchandising plan. 


ae pewter belong 
in the gift department? ‘‘No, it does not,” says Wilson 
A. Streeter, jeweler at 7 Gramatan Street, Mount Ver- 
non, N. Y. Mr. Streeter, who has carried a wide line of 
pewter for several years, believes that pewter is a staple 
source of profit for the alert jewelry merchant who 
makes a point of selling only pewter of the best quality. 

Continuing, he advises: “Keep your pewter in a class 
by itself. It does not belong in the gift department unless 
there is a special section devoted to it alone, and it has 
no place in the sterling department. The sales of sterling 
have not been in the least affected by the popularity of 
pewter. Pewter should stand by itself, on its own unique 
merits. 

“The jeweler will go on selling pewter after the de- 
partment stores have ruined their outlet for it by flooding 
the market with trash. If the arbitrary standard of very 
high per cent of tin and no lead is adhered to in buying 
policy; if patterns are chosen carefully, the public will 
finally turn to the jeweler exclusively to buy pewter. 
When people become quality-conscious in pewter, which is 
almost already the case, the wave of popularity will give 
way to consistent sales and added profits for the jeweler. 

“There are several appeals which contribute to the 
successful sale of pewter. First, there is price; second, 
women desire pewter because it requires almost no care. 
Soap and water is all that is necessary to keep up its 
appearance. And then, it offers stylish articles which 
harmonize well with home furnishings. 

“T find that pewter makes an especial appeal to the 
better class families; they appreciate its keynote of sim- 
plicity and are generally acquainted with the Colonial 
tradition which it enjoys. In the sale of pewter, this 
tradition should always be capitalized. ‘The buying pub- 
lic is trained ; trained by its contact with period furnish- 
ings, etc., and it seems that they know more about period 
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decoration than the average retail clerk. If a customer 
ask you, ‘Is that a Queen Anne tea set?’ and you are 
unable to say definitely, ‘Yes,’ or ‘No,’ the inevitable 
result is a loss of prestige and perhaps the loss of a cus- 
tomer. A rudimentary knowledge of period furnishings 
is really an essential for intelligent salesmanship, and this 
applies not only in pewter, but in almost everything the 
jeweler has to sell. It is a good plan to have on each 
item a small tag giving a brief description of the piece 
and a few interesting facts about the period which it 
represents. As most of the pewter designs sold are repro- 
ductions of early American and old English patterns, the 
more authentic historical information the salesman has 
to offer, the better. 

“Pewter as a gift for the home makes a stronger appeal 
than the idea of a personal present. Ninety per cent of 
the pewter sold in our store goes for practical purposes. 
The most popular items, listed according to turnover are 
approximately as follows: Sugars and creams, water 
pitchers, bowls, candlesticks, bon bon dishes, bread trays, 
vegetable dishes, console sets and general utility articles. 
These items are always good for wedding gifts and 
showers. 

“We feature pewter in one of our windows one week 
in every month and find it is a good attention-getter. 
Once every two months, we devote our daily newspaper 
space to an announcement about pewter and we find that 
this method of promotion is sufficient to achieve the de- 
sired results.” 





Two of the newspaper ads used in promoting 
pewter sales. 
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MORGANTOWN GLASS WORKS 
HESE glass jars with their quaint knobbed MORGANTOWN, W. VA. 


covers will intrigue many feminine shop- ns 


pers by their rich tones of Ruby, Ritz Blue 80 SUMMER ST., BOSTON 200 FIFTH AVENUE, NEW YORK 
1007 FILBERT ST., PHILA. 110 HOPKINS PLACE, BALTIMORE 

308 W. RANDOLPH ST., CHICAGO 838 RAYMOND AVE., ST. PAUL 

or Black, enhanced by dancing lights from the 1604 ARAPAHOE ST., DENVER 410 HOLLAND BLDG., SEATTLE 


731 FOLSOM ST., SAN FRANCISCO TRANSPORTATION BLDG., LOS ANGELES 


cut crystal knobs. Though they are partic- 
ularly attractive as candy jars, they may be 
used also to hold powder and a puff, or what 





you will. 





The Pairpoint Corporation 


New Bedford, Mass. 
Oy SS en en err ee a Ie TG New York City 
ee I oo kn ek ce eee cece snssaeewwens St. Nicholas St., Montreal, Can. 
Di NE SG ois. comes ane es wauoe ese oea seen Rawe eae wees eee San Francisco 


Manufacturers of: 


CRYSTAL and COLORED 





GLASSWARE 
SILVER-PLATED 
HOLLOW WARE 
1645—Candle A194—Bowl 1645—Candle 
in. Hi in. Dia r. 31% in. High 
-" 7" be in. onal ” . PEWTER 


14 in. Diameter 
16 in. Diameter 


PRIZE CUPS —TROPHIES 


“BARRINGTON DESIGN” FINE ARTS — LAMPS 
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oo are many avenues 
of income which the jeweler may take advantage of in 
addition to his standard lines. Fine leather bags have 
been profitably sold by many successful jewelers who have 
capitalized on the style element in their merchandising 
policy. A small investment in this remunerative feature 
has been found by leading merchants to be a source of 
speedy returns carrying prestige and an important appeal 
to the smart woman of today. 

Is the jeweler getting his full share of business from 
the fashion-conscious woman? David Lewis, merchan- 
dising expert of Nat Lewis, Inc., thinks not. Mr. Lewis 
is a specialist in style trends and offers the following ad- 
vice to the retail jeweler who wants to add a line of 
quick selling merchandise to his store without a penny 
of increase in overhead : 

“The alert jeweler of today really needs a smart line 
of hand bags in his store. His bread and butter profits 
may come from the ‘Gifts that Last,’ but the woman who 
is buying today wants something new. She buys as many 
handbags as she does shoes and hats. If she buys those 
handbags from her jeweler, how many more times a year 
will she come into his store? ‘The fashion-conscious 
woman who reads Harper's Bazaar and Vogue is alive 
to the subtle changes in style, and when she sees a bag 
in her jeweler’s window that she has read about the week 
before, that is the jeweler she is going to patronize. 
Let us suppose that a fashion is coming in, plaid, for 
example; she sees it advertised in all the fashion publica- 
tions; the women’s columns in the daily press talk of 
nothing else, then in walking down the avenue she sees 
an attractive calf handbag in her jeweler’s window 
trimmed with plaid. What is her opinion of that jeweler ? 
It must be that he is ‘right’ on style. 

“Tt is assumed that the jeweler cannot give all of his 
waking hours in finding out which way ‘the cat is going 
to jump’ on the subject of style trends. But what he can 
do is place himself in the hands of a reputable manufac- 
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Left—A white pigskin bag trimmed with tor- 
toise shell and ivory gallolith and matching neck- 
lace of chalk rondelles and lamphere beads. 


Right—Navy blue envelope bag of calf alligator 
with coral tinted gallolith clasp and gold plated 
monogram. 


turer who can supply him with the smallest assortment of 
bags giving a representative display, until he is aware 
of the needs and tastes of his clientele. As a start, bags 
ranging from $10 to $25 retail are suggested. ‘The next 
thing for him to do is to carry an announcement in his 
regular advertising, tying the bags up with the current 
trend in costume jewelry. 

“Enclose a brief announcement with your monthly 
statements telling of your new offering. Devote a por- 
tion of your window display and show an ensemble of 
costume jewelry and bags to match. Make up a small 
display of the same kind on one of your counters near the 
door, and change both of these displays every day. Pick 
the best number in each price range and push it, and 
renew your stock of merchandise at least every three 
months. When all this has been done, the bags must 
stand on their own merit—in other words, they will sell 
themselves if they are worthy to be in your store. 

“For the early spring, navy blue and white ensembles 
will be especially popular. To harmonize with this 
fashion, navy blue calf will be sold, and for the ultra 
smart, red patent. About 60 per cent of the bags sold 
will be black, a color which goes well with anything. 
For summer wear, white will be the outstanding color, 
and for this a white calf bag trimmed with colored fabrics 
will be popular. Brown bags will also be worn with 
white. Pastel shades in pink, blue and yellow will be 
appropriate for summer wear. The spring fashions in 
bags may be divided approximately as follows: Black, 60 
per cent; Navy Blue, 25 per cent; Brown, 5 per cent; 
Beige, 5 per cent, and Red Patent, 5 per cent. 
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Copyright 1931. 
Engraved Stationery Manufacturers Association 








5 advertisements like these 
will carry the message of Genuine Engraving to new millions 
this season. Outstanding publications in the world of Society 
and the world of Commerce will cover your key customers and 
prospects to make sales easier. And outstanding profits will 


reward the jewelers 

and stationers whotie 

in with the E.S.M.A. 

campaign. 1931 will 

be a great year for 

Genuine Engraving! 
& 


(LEFT ) Typical advertisement in 
the 1931 Commercial Series. The 
schedule includes Printers’ Ink, 
Time, Nation’s Business, Printed 
Salesmanship, The Business Week, 
Sales Management, Advertising & 
Selling, Printers’ Ink Monthly— 
blanketing America’s executives! 


(RIGHT) First advertisement in 
the 1931 Social Series, appearing 
in Cosmopolitan, Vogue, Junior 
League, Vanity Fair, House & 
Garden—over two million quality 
circulation! 














Exclusive Hand Gold Tooled 


LEATHER 


Desk Sets, Waste Baskets, Portfolios, Photo Frames, 
Photo Boxes, Book Ends, Jewel Boxes, Poker and Bridge 
Boxes, Cigar and Cigarette Boxes, Humidors, Phone Book 
Covers, Dictionaries. 

Made up in all shades of fine Morocco leather, crushed 
calf or the very popular Florentine leather. 


Folding Traveling Clock Cases in any size. 
Write Dept. J 


FLORENTINE CRAFT CO. 


New York, N. Y. 


54 West 21st Street 














“Happy Hour Shaker Set” 


These six ever popular animals now come on a 
heavy crystal shaker with six glasses to match. 
Also highballs to match. Send for our latest 
leaflets. 


Manufactured, imported and stocked by 


F. PAVEL & CO. 


Own Glassworks 15 W. 37th St., Telephone 


BOR-HAIDA Wisconsin 
Czechoslovakia New York, N. 1 A 7-8791 


New Branch Showroom=—Suite 607, 
Brunswick Bldg., 225 Sth Avenue, N. Y. 


New representatives 


J. W. Bakster, Inc., Rm. 1511, Merchandise Mart, Chicago, III. 
W. F. R. Turner, 1601 W. 48th St., Los Angeles, Cal. 



































What— 


tationery! 


and 


Why Not? 


There are many reasons why jewelers should 
feature fine stationery. This article emphasizes 
the numerous advantages offered in store promo- 
tion and prestige from a department of this kind. 


A selective line 


of fine stationery is a source of consistent profits which 
no jeweler can afford to overlook. It may be thought 
that only stores of large size enjoy sufficient space to 
accommodate a stationery department, but such an idea 
is erroneous as stationery can be successfully merchan- 
dised from an attractive sample book which can be kept 
anywhere that is convenient in the store. Such an ar- 
rangement, backed up by progressive advertising and win- 
dow displays has been productive of excellent results to 
many jewelers with limited sales space. 

There are a number of forceful reasons why the jeweler 
should have a stationery department in his store. In the 
first place, the average turn-over for stationery is eight 
to ten times a year or better. Assuming that the normal 
turnover for the jewelers’ merchandise proper, is between 
one and two times a year; with stationery in his store, his 
customers will come there about six times as often an- 
nually. 

A generous portion of the jeweler’s business is in the 
sale of wedding presents. If his store has an attractive 
stationery and engraving department, wedding announce- 
ment and invitation business will come his way. The 
invitation is the first indication that the wedding is to 
take place. This business gives the jeweler this valuable 
information thirty days in advance. At this time every 
clerk in the store should be advised of the date and the 
names of the bride and groom; as the friends come in to 
buy their gifts, the salespeople should know what pattern 
of silver has been chosen so that they can advise their 
customers intelligently. 

Every envelope sold should have an imprint of the 
jeweler’s name under the flap. This is a constant adver- 
tisement, not only for stationery but for the whole estab- 
lishment. When 100 wedding invitations go out with the 
jeweler’s name on the flap there is a subtle indication of 
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@ Top—tThe stationery department of 
A H. J. Howe, Inc., Syracuse, N. Y., indicat- 
ing the small space required in building 
a profitable department of this character. 


@ Bottom—Window display of Georg 

A Jensen, Hand Made Silver, Inc., New 

York, featuring stationery and co-ordi- 
nating writing desk requisites. 


where the bride would prefer to have her wedding pres- 
ents come from. It places the stamp of acceptance on that 
jeweler, as far as the gifts are concerned. To turn the 
situation about, whenever a purchase of wedding silver 
is made there is always the opportunity for suggesting 
the invitations. 

Personal selection books should show samples priced 
on an A B C basis so that any clerk in the store can 
take an order even though he knows nothing at all about 
stationery. But for the person specializing in that depart- 
ment it is essential to know the correct forms and word- 
ings unless a sample form is shown in authoritative sample 


(Turn to page 189) 
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Unexcelled In Quality 
The Last Word in Style 
Of Exceptional Value 


This Applies to Our 
Extensive Line of Place 
Plates, Dessert or Salad 
Plates—Short Lines and 
Open Stock Dinner Ware. 


gy 


P im 


BAVARIA 
TIRSCHENREUTII 


WwW 


Stocked in New York for 
Immediate Delivery 


4 


PAUL A. STRAUB & CO. 
105-107 FIFTH AVENUE 
AT 18th STREET NEW YORK 










































Tue Market and Fulton Office of the Irving 
Trust Company has been associated with the 


jewelry trade for more than half a century. 


Because its officers keep in constant touch 
with changing business conditions and because 
they are thoroughly versed in the banking re- 
quirements of the jewelry trade, this Office is un- 
usually well equipped to serve as “a New York 


bank for jewelers.” 


MARKET AND FULTON OFFICE 


IrnviING TRUST COMPANY 


150 WILLIAM STREET 






Corner of Fulton 





A New York Bank for JEWELERS | 








KING’S ENAMEL & 


7 WEST 45th ST. 





A “Work of Art 





A product of su- 
perior workman- 
ship. Twin face 
clock with enamel 
sterling silver 
band to blend 
with onyx base, 
with or without 
motifs of jade, 
cornelian, crystal 
or rosequartz. 


This is only one 
of many new 
styles in enamel 
clocks 


SILVERWARE, INC. 


NEW YORK CITY 

















Boyajian’s Sons Co., Inc. 
64 West 48th Street New York 


A complete line of SEED PEARL 
and HAND MADE FILIGREE 
JEWELRY. GOLD AND SIL- 
VER SETS in all semi-precious 
stones. | Memorandum selection 
sent on request. 








1931 
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“Federal, state and municipal public 


AMERICA 


FORWARD 
MARCH 


works constitute a lever which the coun- 
try as a whole can bring to bear against 
unemployment. We know that of this 
type of work $3,053,000,000 worth is 
now in sight and of this amount $1,221,- 
800,000 can be started in the next few 
months.” 


Col. Arthur Woods, chairman 
President’s Emergency Committee for Employment 























In the Merchandise Market 


B. A. Weathers Heads New Clock Company 


Brantley A. Weathers, Jr., 
until recently secretary and 
sales manager of the Seth 
Thomas Clock Co., has an- 
nounced the reorganization of 
a famous old clock company, 
under the sponsorship of The 
New Haven Clock Co. The 
company will be known as, 
Chauncey Jerome, Inc. 


The first Jerome clock con- 
cern was founded in 1817 
by that pioneer craftsman, 
Chauncey Jerome, one of the 
earliest of American clock 
makers, who helped to make 
the world wide reputation, 
“Yankee Clocks.” It has now 
been reorganized to market a 
special line of fine clocks, in- 
cluding alarms, timepieces, hour and half-hour strike, and chime 
clocks. These various types will be offered both as the latest 
self-starting, sub-synchronous electrics, motored by the well- 
known Westinghouse Electric and Mfg. Co., and as fine spring 
wound clocks. An unusual feature will be the fact that many 
of the models will be jeweled. 

Several timepiece models will be offered, equipped with a 
semi-automatic, 60 R.P.M. sub-synchronous motor, also made 
by Westinghouse. 

Chauncey Jerome, Inc., will market its line exclusively and 
direct to a restricted and carefully selected group of retail 
jewelry stores and will thereby offer the better jeweler a 
really complete and full line of clocks sold exclusively in jewelry 
stores. 

The new organization, is headed by Brantley A. Weathers 
as president, and is especially qualified to carry on such a mer- 
chandising plan successfully as Mr. Weathers, intimately con- 
nected with the clock business for many years, was the first to 
put into practice direct selling methods in the clock field. Elmo 
B. Roper, Jr., also formerly connected with the Seth Thomas 
organization will function as sales manager. Mr. Roper was 
formerly president of the Iowa Retail Jewelers Association, 
and both he and President Weathers have a thorough knowledge 
of the needs and a deep sympathy with the problems of the re- 
tail jeweler. 

Great care has been exercised in the selection of sales rep- 
resentatives. Men who are familiar with the jewelry business 
and with years of experience in selling quality jewelry store 
merchandise, will represent the new company and will begin 
work in their respective territories shortly after March 1. 

The new company—which is really not a new company at 
all, but a reorganization of 
one of the first American clock 
companies—will pay particu- 
lar attention to dealer helps 
and advertising material to 
assist and encourage its se- 
lected group of retailers to 
aggressively merchandise its 
products and will so control 
its distribution that profit 
margins will be protected, re- 
sulting not only in prestige for 
the dealer, but volume and 
profit, as well. 

Research work already 
made by the company has 
thrown much light on the 
greatly discussed question of 
mark-ups. It is stated that 





B. A. WEATHERS 





E. B. ROPER, Jr. 
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Chauncey Jerome clocks will be offered at prices at which they 
will sell readily to the consumer and at the same time give 
the retail jeweler the increased mark-up which is necessary 
if he is to make satisfactory profits. 


Silver Plate That Will Not Tarnish 


Silver-plated tableware that will not blacken or tarnish, the 
invention of which recently was announced in a nation-wide 
Associated Press dispatch, will be placed on the market im- 
mediately, according to Raymond W. Sheets, president of the 
Sheets-Rockford Silver Co., Rockford, Ill., inventor of the 
process. 

As convincing proof of his claims Mr. Sheets has on 
display in his office pieces of hollow and flatware which either 
have been in constant use or exposed with rubber bands around 
them for many months, and which show no signs of blackening 
or tarnishing. The ware, which has a bluish-white caste 
similar to that of polished solid silver will be introduced to 
the trade as “Sheets Tarnishproof Silver Plate.” 


Sales Convention of R. Wallace & Sons Co. 


One of the most salient features of the R. Wallace & Sons 
Mid-winter sales convention at the main plant in Wallingford, 
Conn., was the wealth of high quality, strikingly designed 
trophies and pewter being introduced for 1931. The entire 
staff from the East and South convened on Jan. 6, marking 
the official induction of Thomas H. McCready into the office of 
general sales manager of the entire Wallace organization. 

At the same time, George Taylor, former Sterling salesman 
of the New York division, advanced into Mr. McCready’s 
former position as sales manager of the Philadelphia Branch. 

Mr. McCready conducted the meeting, presenting C. D. Mor- 
ris, plant superintendent and vice-president, as the first speaker. 
His talk covered business conditions and organization, being 
further elaborated on by Mr. McCready’s discussion of policies 
applied to sales efforts. 

The new Sterling hollow ware items were presented by Mr. 
Floyd Wallace. Mr. John Leavenworth disclosed some inter- 
esting news in his speech about hotel, hospital, cafeteria, steam- 
ship and railway activities, describing the newly patented Wal- 
lace Thermaphor line of hollow ware. 

In the afternoon the convention was resumed with an optim- 
istic address by C. W. Leavenworth, treasurer and other 
officials of the company. 


Tarnish Resisting Sterling Announced by 
International Silver Co. 


Non-tarnishing silver has been the goal of every silverware 
maker and merchant for generations—and the desire of every 
woman, and it is little wonder then that International Sterling 
takes great pleasure in announcing “Palladiant”—a new process 
which prevents tarnish. 

Briefly, Palladiant is a process which gives to International 
Sterling a protective finish of a platinum metal—(more precious 
than gold, is 70 times as precious as pure silver)—a metal that 
will not tarnish and one on which such tarnish terrors as olives, 
eggs, sulphur, rubber, sea air and coal gas have no effect. 

Palladiant keeps the lovely lustre of sterling silver fresh— 
untarnished—and sterling in the new Palladiant finish requires 
op more cleaning than one gives china or glass—that is, it re- 
quires washing and nothing more. 

The process is a secret one long-continued and exhaustive 
tests prove that sterling silver so tried will not tarnish under 
any ordinary conditions. 

Subject to possible delays in delivery, International sterling 
toiletware, hallow ware, flatware and novelties “Palladiant” 
lines will be ready after March 1. 
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MEDALS 
FOR ALL OCCASIONS 


Solid Gold — Gold Filled — Silver — Bronze 


Complete stock always on 


hand. 
Send for samples. 


Our medals are of a 
weight and quality of 
workmanship equalled by 
no other manufacturer. 


SPECIAL MEDALS FOR 
ANY EVENT OR 
OCCASION 
Our designs are invariably 
accepted when placed in 


competition with other 
makes. 


A DESIGN FOR EVERY 
OCCASION 


WENDELL & COMPARY 


Two Up-to-date Factories 


NEW YORK 
36 West 25th Street 


CHICAGO 
618 W. Jackson Blvd. 
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Universal—SNAPFIT—Crystals and 











“Snapfit” Unbreakable Crystals as clear as 
glass, fitted with the “Snapfit” machine make 
a 100% perfect fit. With this machine you can 


408 Blank Crystals for $51.00 Less 6% for Cash or 








Crystal Fitting Machine 


fit five to one by any other means. 
Cabinet Is “Free” 
Machine Is Loaned “‘Free”’ 


$5.10 Per Month Net for 10 Months. 


Distributors 


JOS. B. BECHTEL & CO., INC. 
729 Sansom Street, Philadelphia, Pa. 














SCHOOL 

| RINGS 

AND PINS 
EXCLUSIVELY 


Navy and Military Rings 








PHILADELPHIA ) 
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908 CHESTNUT 
PENNA. 


Street 
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Something to Your Advantage 


New Swiss Watches at 
MODERATE PRICES 











Our Salesmen are on the way to see you 
and will cooperate with you heartily as we 
have done during the past 25 years. 


They have something of great interest to show you 








1. TANNENBAUM CO. 


Formerly of 121 Canal St. 
42 West 48th Street 





New York 




















TOT EE MAR Ch 


















“Our Cloc 
Paying Basis: 


One of the early champions 
of electric clocks is L. E. Dewey, who has eharge of the 
watch and clock department of the J. B. Hudson estab- 
lishment in Minneapolis. “Today our clock department 
is on a paying basis. It is doing its full share in making 
friends for the store,” remarked Mr. Dewey. When 
asked to amplify this, he said, in effect: 

“When Mr. Hudson was alive, he deplored the fact 
that he was obliged to handle clocks, especially those 
with a pendulum. Then, it seemed, the best customers 
were the most unreasonable in their service demands in 
regard to the setting and regulating of clocks. All this 
service cost money. ‘The markup was not enough to 
absorb this necessary overhead, so the department was 
always in the red. 

“When the electric clocks were first introduced, it 
seemed logical to assume that here was a wonderful 
chance to redeem the clock department. Subsequent de- 
velopments have proved that this first conclusion was a 
sound one and that it was a natural, orderly develop- 
ment in the business. ‘True, it took the clock manufac- 
turers a long time to recognize this idea. During the 
interval, the jewelers were paying monthly tribute to 
the Western Union. 

“With the introduction of the electric clock, the de- 
partment took on new life. When long established 
customers complained that all the clocks in their house 
were keeping different time, a diplomatically worded 
argument to the effect that each home should have at 
least one electric clock, fell on fertile soil. This stress- 
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In the J.B. Hudson, Inc., 
Minneapolis, Minn., 
electric clocks are dis- 
played in the watch 
department. An ar- 
rangement that inter- 
ests “timely” customers. 


k Department On a 


Says L. E. DEWEY, 
Manager, Clock Department, 
J]. B. Hudson, Inc., Minneapolis, Minn., 
one of the great stores of the Northwest. 


ing of the advantages of having one master clock, which 
was independent of the vicissitudes of servant winding, 
was very well received. 

“The first electric clocks appeared quite simple in 
design, but now they have developed so that they are 
very attractive. At present we can furnish electric 
clocks for every room and nook in any home or building. 


“Just because power companies and electric concerns 
are selling clocks, is no reason or argument why we 
jewelers should abandon the field to them. It is our 
own fault if the public looks elsewhere for its electric 
timekeeping mechanism. 

“A sketchy stock, indifferently displayed and grudg- 
ingly shown, will not cause people to flock to a jewelry 
store to buy clocks. 

“Practically our entire stock of wood clocks is of 
the electric variety, as we are closing out this type of 
spring clock. There is no question but the carrying of 
a good assortment is a potential factor in the develop- 
ment of this phase of our department. In the beginning, 
the selling of electric clocks was a conversational feat, 
while now people come in and buy this merchandise in 
a most casual manner. 

“Two recent trends are outstanding. The partiality 
which newly-weds are showing for electric clocks. 
Electric clocks and the radio broadcasting of time have 
a decided bearing on the increased sale of pocket 
watches, as both are decidedly contributory factors in 
making the public accurately time-conscious. 
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Blaze the Way 
with Leather Goods for 1931 


MAR 
APEX” 
Leather Goods Are Ultra Serviceable 


Because They Are Made with the 
Finest of Leathers 


Makers of 


LETTER CASES 
CARD CASES 
CIGARETTE CASES 
KEY CASES 
WALLETS 

BRIDGE SETS 
COMBINATION SETS 
WATCH STRAPS 
COLLEGE and 
SCHOOL DIPLOMA 
CASES :: LEATHER 
NOVELTIES for 
ADVERTISING 
SPECIAL ORDER 
WORK 
















“APEX” FAST 
COLOR—FAST 
SELLING 
GENUINE 
LEATHER WATCH 
STRAPS 


Made in 
OSTRICH, SEAL, 
CORDOVAN, PIG, 

CALF 


APEX LEATHER GOODS 


& 


NOVELTY COMPANY, Inc. 


Established 1923 
Philadelphia, Pa. 


72 N. 4th St. 
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ingly durable Low 

and beautiful t, 
Now being used by 4 PRICE 
famous 3 This new idea, NO. 
Ass SPLIT watch strap 
will retail at $1.50 to 


$2.00. A special in- 
troductory price is 
quoted to jewelers 






who act quickly and 
take advantage of 
this really wonderful 
strap by rushing 
their inquiries either 
direct to the manu- 
facturer, A. Sauer 
& Co., Glenn Bldg., 
5th & Race Sts, 
Cincinnati, O., or to 
their local jobbers. 





PATENT 
BENDING 




































































Old-Fashioned 

Hospitality 

in a 
Modern Setting 


Situated in the very heart of 
Philadelphia's great retail 
district, The Benjamin Franklin 
offers maximum convenience 
to visitors here. It is within easy 
walking distance of all the 
main historic points of interest. 
Conveniently accessible to 
all centres of transportation. 


The Benjamin Franklin assures 
its guests a warm welcome in 
the traditional Philadelphia 
spirit of hospitality. 


7 = 


1200 ROOMS...each with bath 


Rates commence at $4.00 
HORACE LELAND WIGGINS, MANAGING DIRECTOR 


BE, 
Chestnut Street eNenth 


PHILADELPHIA 























































WATCH 


Bhs above illustration 


shows the most recent releases of new watch attachments 
for spring sale. In each of these attachments the jeweler 
will find some unique feature of construction adding to 
its sales appeal. The expanding center link is an in- 
genious development of great practical value. Various 
types of the fold-over buckle, which in some cases is a 
very complicated mechanical achievement, lend added 
utility to the new bracelets for 1931. Detachable links, 
providing a mode of fitting to the individual wrist, and 
adjustable ends in some of these bracelets solve the size 
problem. 

A turn toward the use of color is characteristic of the 
spring trend in watch attachments. Green and yellow 
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Alert jewelers check changing trends in watch 
attachments to build greater profits. 


SPRING STYLES IN a a 4 


ATTACHMENTS 


gold finishes are prominent and a new development of 
red gold, called the sun tan finish, which can be used 
either by itself or with other shades in a two-tone effect, 
are coming to the fore. In the white finishes, rhodium 
and white gold plate prevail. 

It is unnecessary to reiterate once more what a sub- 
stantial source of profits can be found by the alert jeweler 
in the forceful merchandising of watch attachments. 
Every wrist watch repair job is an opportunity for the 
complementary sale of a watch attachment. Keep an at- 
tractive display of these bracelets on the counter in your 
repair department, showing the latest styles. Keep this 
display up to date; accent timeliness, and you will find 
that your customers will appreciate this real service. 
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FULLER’S Symmetrical FINDINGS 
“The Recognized Standard of GOOD QUALITY” 





VALUE—The dictionary defines 


value as excellence, quality and useful- 
ness. For Jewelry repairs, the greatest 
value is © Brand Symmetrical Findings. 
Excellent in workmanship and finish every 
item will give many years of usefulness 
and reflect the merit of your repair work. 
Insure your good work by using @ Brand 
Findings. Order from your dealer. » » 


WONDERFUL HIEXAGOWN CLUTCHES 


FOR BROOCH AND SCARF PIN PROTECTION 


o g 8 


Teenie Tiny Baby Regular 
Weenie Tot Hexagon Hexagon 





SOLD BY RELIABLE MATERIAL DEALERS 


EVERYWHERE 


First Showing in America 


(fan i" 


SILVERSMITHS 


FACTORY: 


“Compass Works,” Birmingham, England 
Show Rooms: New York, N. Y. :: London, England 


Presenting an Unusual Line of 
Finely Made Reproductions 
Sterling Tea and Coffee Services 
FLATWARE CANTEENS 


Reproductions of 


OLD SHEFFIELD PLATE PATTERNS 





Tea Trays Gravy Boats 
Waiters Condiment Sets 
Platters Candlesticks 
Vegetable Dishes Candelabra, etc. 





Prices Warrant 


Substantial Mark Up 











Address all Communications to New York Sales Room Where 
Stock is Carried for Immediate Delivery 


WILLIAM ADAMS, LTD. 
1348—6th Avenue, New York, N. Y. 




















SILVER PLATE 
STERLING 
PEWTER 

ONYX 
TROPHIES 
ELECTRIC CLOCKS 


EMBLEMS 


N 


BUTTONS 
PINS 


RINGS 
CHARMS 





MANUFACTURED BY 


SINNOCK & SHERRILL 
15 Maiden Lane, New York 


PRINCESS INITIAL RINGS 

















[ee 


ALWAYS ON HAND FOR 
IMMEDIATE DELIVERY 


[Sw 


J. W. JOHNSON 


ILVERWARE 
INCE 1869 


14 Maiden Lane 1 W. 47th St. 
NEW YORK 




















with the 
HOR Jewel 8 Torch, 


One Hand Control 


You will like the Bebo lowe oxy-gas torch 
for all kinds of work—high grade or novelty, 
gold, silver, platinum, or white gold. 

The flame is adjusted by a touch; you can 
have a sharp needle-shaped flame, hot enough 
to weld platinum, or instantly change to a big 
soft brush flame for annealing or tempering. 


Ask for free circular AS 


22 Albany Street, 
Heke Inc. “Now York City 






































Winter Banquet of the Maiden 
Lane Outing Club 


The seventh annual dinner of the 
Maiden Lane Outing Club was _ held 
Wednesday evening, Feb. 11, at the New 
York Athletic Club. There were over 
150 members and guests present. Presi- 
dent Leo Leddy presided at the dinner 
and seated with him at the head table 
were Vice-President Harry Anderson; 
Secretary Jerome L. Grant; the enter- 
tainment committee which included J. L. 
Keenan, “Andy” Anderson, Ross Donald- 
son and John Wirth; E. B. Terhune, 
president of the Jewelers Publishing 
Corp., and several other guests. 

The entertainment began at 9 o'clock. 
A souvenir of a combination pen and 
pencil was presented at the dinner to all 
guests and members. 

At the dinner the nominating committee 
suggested the following candidates for 
office, to be elected at the annual business 
meeting: J. Harry Anderson, president; 
John Wirth, vice-president and Jerry 
Grant, secretary and treasurer. 


International Silver Sales Execu- 
tive Killed in Automobile 
Smashup 


WALLINGFORD, CONN., Jan. 28.—Joseph 
W. Watkins, for the past eight years sales 
supervisor in the southeastern territory 
for the International Silver Co., was 
killed yesterday in an automobile acci- 
dent when the coupe in which he was 
riding collided head-on with a Boston- 
New York bus on the Broad Street high- 
way near the North Colony Road. Charles 
W. Gaines, supervisor of the Chicago 
sales force of International, who was 
also in the coupe, suffered severe lacera- 
tions of the face and scalp and is con- 
fined in Meriden Hospital. His condi- 
tion is not considered dangerous. The 
driver of the coupe, Amos Christman, 
who is manager of the Factory P. Plant 
of the International Company, sustained 
minor injuries. 

Mr. Watkins was thrown from the car 
by the impact of the heavy bus and was 
killed instantaneously. He was in his 
53rd year and had been with the interna- 
tional Silver Co. since January, 1923. At 
the time of his death he was in charge 
of the sterling sales in the southeastern 
territory and was handling the products 
of Factory L., Wallingford. 

His body was embalmed and shipped 
to his late home in Memphis, Tenn. He 
leaves his widow, who is a sister of 
George T. Brodnax of Memphis, his 
mother and a brother, Thomas R. 
Watkins. 


Platinum Encasing 


Platinum electroplating has been de- 
veloped during the past three years to a 
remarkable degree by utilizing special 
platinum metal salts which allow replen- 
ishment of exhausted solutions without 
accumulation of deleterious by-products. 

The attention of the jeweler interested 
in platinum metal electro-deposits, is 
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called to United States Patent No. 1,- 
779,436 granted to Christian William 
Keitel, assignor to Baker & Co., Newark, 
NJ. 


American Jewelers Protective 
Association Re-Elects Officers 


The annual meeting of the American 
Jewelers Protective Association was held 
Jan. 28. President Meyer D. Rothschild 
made his report, reviewing the beneficial 
effect the Tariff Act of 1930 has had on 
the smuggling of diamonds, other 
precious stones and pearls and calling at- 
tention to the great losses to American 
jewelers incurred in the smuggling of 
jewelry by tourists. 

The following officers were unanimous- 
ly reelected: President, Meyer D. Roths- 
child; first vice-president, Rolland G. 
Monroe; second first-president, Frank 
Jeanne; third vice-president, William I. 
Rosenfeld. 

At the meeting of directors held after 
the close of the annual meeting, the re- 
maining officers were also unanimously 
reelected. They are: Treasurer, Otto D. 
Wormser, and secretary, Arthur Lorsch. 

In speaking about the tourist smuggling 
of jewelry President Rothschild says: 

“Apart from the fact that many, other- 
wise respectable people, do not look upon 
defrauding the revenue as a serious mat- 
ter, the rate of 80 per cent on jewelry of 
every kind, is a very strong inducement 
to try and escape paying duty. 

“This variety of smuggling spells a 
great annual loss to the American jewel- 
er, and it would seem as though enlight- 
ened self interest should prompt him to 
cooperate with your association in mini- 
mizing this great annual loss of sales. 

“Some retail jewelers have cooperated 
with us in the past with the result that 
recoveries of duties and substantial fines 
by the Government have undoubtedly 
proved to be a lesson and a warning to 
smugglers and would-be smugglers. The 
amount of information which could be 
given by retail jewelers compared with 
that actually received by us from that 
source is small, and until the retail 
jeweler wakes up and makes an effort 
to protect himself, we can only do our 
best and let it go at that.” 


Jewelers’ Fire Insurance Co. 
Increases Premiums $500,000 
in 1930 Over 1929 


MILWAUKEE, Wis., Feb. 2.—The Na- 
tional Jewelers’ Mutual Fire Insurance 
Co. has had an increase in premiums in 
1930 over 1929 of $500,000, according to 
the report read at a quarterly meeting of 
the officers and board of directors, held 
at the office of Henry Stecher, treasurer, 
at Milwaukee on Friday, Jan. 16. The 
insurance company had some cancella- 
tions during the past year, and less new 
business than usual because of the gen- 
eral depression, but it is pointed out that 
the loss ratio was very favorable and 
that for this reason the concern has been 
enabled to purchase $25,000 in bonds. 
This $25,000 has been added to the other 
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investments, making a total of $183,500 
worth of investments at the present time. 
Gross assets of the National Jewelers’ 
Mutual Fire Insurance Company now 
total $200,000, which belongs to the 
policyholders of the company. 


Walter Harris Passes On 


Boston, Feb. 3.—Walter Harris of 
Harris & Lawton, Inc., 373 Washington 
St., well known wholesale diamond and 
jewelry house, died of pneumonia on Jan. 
31. Burial was at Hampton, N. Y. 


Exonerate Defendants Charged 
with Receiving Stolen Jewelry 


A verdict of not guilty was returned 
Jan. 29 by a jury in General Sessions 
Court, New York, in the trial of William 
J. O’Connor, Buffalo fight referee who 
had been charged with receiving stolen 
jewelry and transporting it into this 
State. 

This accusation arose out of the re- 
covery of stolen jewelry valued at $250,- 
000 at the Hotel Commodore last May. 
Implicated were O’Connor, Alexander 
Friedman, New York jeweler at 535c 
Fifth Avenue, Mrs. Hilda Carter and 
George Cole. The charges against these 
last three were dismissed Jan. 28 by a 
directed verdict. 


The Gift Shows Are Coming 


The week of Feb. 23 will be an im- 
portant one to all jewelers with gift de- 
partments, for starting on Monday at the 
Hotel New Yorker, New York, the Art- 
in-Trade Show will offer an unusually 
worthwhile selection of giftwares and 
accessories for home adornment, both im- 
ported and domestic. The show, which 
will run until Feb. 27, is expected to be 
an important index to gift trade pros- 
pects in the spring season. Further par- 
ticulars on this show may be obtained 
from George F. Little, manager of the 
New York Art-in-Trade Show, 220 Fifth 
Ave., New York. 

At the same time, as the Art-in-Trade 
show, the Pennsylvania Hotel, New York, 
will house the National Artwares Show. 
A long list of exhibitors for this event 
has been announced and jewelers may 
be confident that a wide diversity of new 
lines and items will be offered. W. S. 
Hays, Dexel Building, Philadelphia is 
the secretary. 

The Boston Show of the Associated 
Eastern Exhibitors, Inc., to be held at 
the Hotel Statler March 2-7, will bring 
specialized service to buyers of the New 
England area. Mr. Little is in charge 
of this show. During the same week the 
Copley-Plaza will house the New England 
National Artwares Show. From March 
9 to 13 the Pennsylvania Gift Show will 
be held at the Hotel Benjamin Franklin, 
Philadelphia. 

During the week of March 9 the Adel- 
phia Hotel will be the scene of the Phila- 
delphia National Gift and Art Show. 
This show is always a mecca for south- 
ern buyers and an unusually large at- 
tendance is expected this year. 
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One will always 
stand out 


(With apologies to Chesterfields) 
Keeping up with the times... . 


We are now introducing a new line of 
WHITE GOLD rings which are as fine 
and original as our well known plat- 
inum mountings. It is to your in- 
terest to get acquainted with our new 
line of white gold and PLATINUM 


rings. 


D. & I. JEWELRY MFG. CO., INC. 


Makers of Fine Platinum and White Gold Mountings 
74 Lafayette Street 


Here 
Is a 
Winner 


$§-00 


net 


Synthetic Stones in All Colors 


14K Solid Gold 
Men’s Ring 
Ultra Modern Design 


Stock on hand for immediate delivery 


Sectzer Bros. 


MANUFACTURING JEWELERS AND IMPORTERS 
80 NASSAU STREET, NEW YORK 


Watch for our monthly offerings. 














PLATINUM 
RING FINDINGS 


SAMPLES 


KARBLY PLATINUM 
RING FINDING CO. 


9-11 Barrow St., New York, N. Y. 


WILL FURNISH ALL THE FINDINGS 
\ MANUFACTURED BY KARLAN & BLEICHER, INC. 
in 10% IRIDIUM or SPECIAL PLATINUM 
FROM STOCK 
AS WELL AS EXCLUSIVE 
PLATINUM DESIGNS 


\e for Our Cireulars 





























Discriminating 
Women 
Prefer 


WATCHES with 

individuality and 

smartness in their beauty 

of design. Women are searching 

for and are always captivated by the 

enthusiastic loveliness of the Platinum, 
Diamond Baguette Watches. 


May we show our complete line together with some 
startlingly beautiful 


BRACELETS, BROOCHES and RINGS 


Quotations promptly given. 


REINER & BERKOW, INC. 


44. West 48th St. New York 
Telephone: Bryant 9-9259 
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Alleged Thief Caught by New 
York Traffic Officer 


Shortly after noon Jan. 31, Traffic 
Officer Peter Quinn, on duty at Fifth Ave. 
and 43rd St., New York, captured a man 
alleged to have stolen two bracelets 
valued at $1,200 from the window of 
Wrone & Wrone, retail jewelers at 4 W. 
43rd St. 

The thief had entered the store, 
snatched two bracelets from the window 
and fled, followed by Henry Wrone, one 
of the proprietors of the store. The 
jeweler turned on the alarm as he gave 
chase. 

The accused man denied all knowledge 
of the theft when questioned at the West 
47th St. station and, according to the 
police, only a small jimmy was found in 
his possession. Mr. Wrone identified the 
prisoner as the man who had entered the 
store. 





Death of Veit Hirsh 


Veit Hirsh, for years a prominent fig- 
ure in the jewelry trade, died Jan. 17 
at the Hotel Ansonia, New York, while 
asleep. Death resulted from _ heart 
trouble. The funeral was held Jan. 19 
at Riverside Memorial Chapel with in- 
terment at Salem Fields. 

He was born in Germany, Nov. 12, 
1856, and came to the United States 
when about 20 years old. He joined his 


brothers, Edward and Henry, in the 
wholesale jewelry business as Hirsh 
Bros. He later became a partner with 


Martin Metzger as Hirsh & Metzger, and 
then went into business for himself. 
Then he joined with Beaumont Hyman 
as Hirsh & Hyman. The business after- 
wards became Veit Hirsh & Co. His 
son, George, was taken in, and the busi- 
ness continued as Veit Hirsh & Son until 
1928, when it was discontinued. 

Two sons survive, George and Ed- 
ward. 


Jewelers of Southern California 
Form Gemological Society 


Los ANGELES, Feb. 3.—Last evening, at 
San Diego, Robert M. Shipley, G. D., of 
the University of Southern California, 
opened a second class in gemology, at 
the rooms of the Mining Department of 
the Chamber of Commerce, under the 
sponsorship of the San Diego Association 
of Jewelers, and the lecture room was 
filled to capacity. The mining de- 
partment is also cooperating in this en- 
terprise. 

Because of the interest manifested by 
jewelers of Southern California in 
acquiring a knowledge of precious and 
semi-precious stones, Mr. Shipley, who 
has made a scientific study of gems of all 
kinds, was asked to form a gemological 
society and, under his authority as presi- 
dent of the Gemological Institute of 
America, he organized here the first 
Gemological Society. Many of the jewel- 
ers of Los Angeles and vicinity who have 
been attending the classes in gemology 
at the University of Southern California, 
presided over by Mr. Shipley, joined the 
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society. The following officers were 
elected to serve until the next meeting 
of the society in March: President, 
Arthur H. Dibbern, Glendale; vice-presi- 
dent, C. S. Fisher, Riverside; secretary, 
George H. Marcher, Los Angeles; treas- 
urer, H. E. Rapp, Pasadena. 

Eighteen members of Professor Ship- 
ley’s University classes, having passed 
their examinations, were admitted to 
membership immediately, and the re- 
maining 62 student-jewelers were ad- 
mitted temporarily, with the understand- 
ing that as soon as they had passed the 
tests they would be taken into full mem- 
bership. It is expected that in the March 
session the entire 80 members of the Uni- 
versity gemological classes will become 
charter members. 





New York Jewelers Benevolent 
Association Elects Officers 


The 43rd annual election and installa- 
tion of officers of the New York Jewelers 
Benevolent Association took place Feb. 3 
in the grand ballroom of the Hotel Mc- 
Alpin. After the ceremonies the jewelers 
and their wives adjourned to the roof 
garden, where a reception was held. 
There were over 500 present, including 
the guests of honor, who were B. L. Shinn, 
secretary of the National Jewelers Board 
of Trade, accompanied by Mrs. Shinn; 
P. J. Coffey, chairman of the National 
Jewelers Publicity Association; H. Heth- 
erington, THE JEWELERS’ CIRCULAR; 
Phineas Peters, chairman of the Execu- 
tive Board of the Retail Jewelers Asso- 
ciations of New York, and President of 
the Brooklyn Retail Jewelers Association; 
William Schneiderman, president of the 
Bronx Retail Jewelers Association, and A. 
Landau, past president of the Bronx Re- 
tail Jewelers Association. 

Jack Goldstein was reelected president 
of the association. Other officers elected 
were: First vice-president, S. Yampolsky; 
second vice-president, Harris Corman; 
financial secretary, Harry Lewis; record- 
ing secretary, Arthur Bergman; sergeant- 
at-arms, B. Deskin; trustees, Adolph 
Pusrin, A. Greenblatt and M. Schoen- 
berg. 

Max Schoenstein acted as Master of 
Ceremonies, and Mr. Shinn installed the 
new president in office and swore in all 
the officers. The trustees were installed 
by Mr. Coffey and the remaining officers 
were installed by past presidents who sat 
at the table of honor during the meeting. 
At the conclusion of the business proceed- 
ings, there were several acts of vaude- 
ville, after which the members and guests 
retired to the roof garden for refresh- 
ments and dancing. Louis Cutler was 
chairman of the entertainment committee. 





Prices of Silver Bars 


Cuttin New 
London Assay Sell- York 

Date Official ing Price Official 
Jan. 15.... 13% 31% 29% 
o 2: 2a 313% 293% 
-. 2... 1a 31% 28% 
Feb. 5.... 12% 2914 27% 
© %6.:.. We 29% 26% 
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Tribute Paid to Oldest Employee 


SPRINGFIELD, ILL., Feb. 3.—Employees 
of the Illinois Watch Co., paused in their 
work here recently to pay respect to an 
associate, John W. Smurr, who has been 
engaged in the manufacture of Illinois 
watches for 50 years. Honoring his 
record, Mr. Smurr was given a watch by 
the employees and department heads. 

He is the only living member of the 
original watch factory band that was 
organized in 1881. He has served as 
foreman in the dial department during 
the years of his employment and for the 
last 12 years has been at the head of the 
personnel department. 


Death of William F. Juergens 


Cuicaco, Feb. 9.—The funeral of Wil- 
liam F. Juergens, Sr., formerly president 
of the Juergens & Andersen Co., whose 
sudden and tragic death, Feb. 6, shocked 
the jewelry trade, was held today, the 
services were private. Mr. Juergens, had 
not enjoyed the best of health for the 
past few years and had suffered from 
diabetes. He had spent many weeks at 
Mud Haven, a health resort, near Minne- 
apolis. He returned to his home at the 
Belden-Stratford Hotel early this week 
and was preparing to go to the Sacred 
Heart sanitarium at Milwaukee when the 
end came. 

Deceased who was widely known in 
the jewelry industry was born in Chicago 
in May, 1870. He went to public schools 
here and at the age of 17 entered the 
business of Juergens & Andersen. This 
business was founded in 1854 by his 
father, Paul Juergens and his uncle Se- 
bastian Andersen. Young Juergens, 
started as an apprentice working at the 
bench. Later he became a salesman, and 
in 1893 was elected treasurer. At his 
father’s death 20 years ago he was vice- 
president and, after Sebastian Andersen’s 
death, was elected president in 1920. He 
remained in this capacity until he ten- 
dered his resignation a few weeks ago 
when the management of the corporation 
was reorganized. 

Mr. Juergens, was for many years a 
prominent leader in the jewelry industry 
of the middle west. He was a past presi- 
dent of the Chicago Jewelers’ Associa- 
tion, and was greatly interested in all 
association work connected with the 
jewelry industry. 

He is survived by his widow, two sons, 
William, Jr., and Paul and one daughter, 
Louise, also by a brother, H. Paul Juer- 
gens, and a cousin, Mrs. Vera Andersen 
Stenson. 


A. H. Hoyler a Victim of 
Heart Trouble 


BuFFALo, N. Y., Feb. 2.—August H. 
Hoyler, 60, proprietor of the jewelry 
store at 313 E. Genesee St. for the past 
34 years, died suddenly from a heart at- 
tack in his home, 61 Pershing Ave., on 
the morning of Jan. 17. 

His death was preceded by a brief 
illness two weeks ago when he suffered 
a stomach attack. He passed away in his 
sleep during the night. 
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Increased 
Diamond 
Sales - - - 


have been reported by 
Virgin Diamond dealers. 
Today the only products 
that sell are those that 
fill a definite demand. 
High quality and consis- 
tent national advertising 
have created such a. de- 
mand for Virgin Dia- 
monds. 


There is profit for YOU 
in this fast-selling line. 




















HALL BROS. & CO. 
717 Liberty Ave. Pittsburgh, Pa. 


Distributor of Virgin Diamonds in following territories: 


Western Pennsylvania Eastern Michigan 
Western Maryland Western New York 
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ESTABLISHED 1888 


Grafner Bros. 


Wholesale Jewelers 
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DIAMONDS ; 

Assortment and Values | 
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818 Liberty Ave. (2nd Floor) 


PITTSBURGH, PA. 








THE BASKET BALL AND 
BOWLING SEASON IS 


DRAWING TO A CLOSE. 
YOU CAN GET YOUR SHARE 
OF THIS BUSINESS BY 
SHOWING A GOOD LINE OF 


CUPS 


TROPHIES 
and 


MEDALS 


If You Do Not Have Our 
Catalog—Write for . Your 
Copy 
See Pages 183 to 190 











Largest Wholesalers in Tri-State District 


The Samuel Weinhaus Co. 


720-722 PENN AVENUE 
PITTSBURGH, PA. 








Compact Buying Guide 

















Saves 
Time— 
Promotes 
Business 


Keep in touch with the markets from your office 
chair. 


This Directory tells who’s who among manufac- 
turers, wholesalers and importers of jewelry, all 
sorts of kindred merchandise and novelties; makers 
of machinery, appliances and tools for the trade; 
and er other valuable listings and announce- 
ments. 


te edition; size 3 x 6% in.; 324 pages; price 


Jewelers Publishing Corporation 
239 W. 39th St. New York City 
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Bronx Jewelers’ Elect Officers 


The Bronx Retail Jewelers Association, 
Inc., elected new officers for the ensuing 
year on Jan. 13. Charles T. Evans sec- 
retary of the A.N.R.J.A., and Joseph 
Mazer, diamond importer installed the 
new officers. Those elected to office are: 
President, William Schneiderman; vice- 
president, S. I. Ferkin; treasurer, I. 
Hirschorn; financial secretary, Murray 
Max; recording secretary, Jack L. 
Schwartz; sergeant-at-arms, A. J. Blum- 
ing; trustees, Joseph Menczer and I. Beer- 
man. A. Landau, retiring-president, was 
elected chairman of the board of di- 
rectors. 

Various matters of interest to the trade 
were discussed including the retailing 
wholesaler, Sunday sale of clocks by drug 
and cigar stores, and fake auctions. A 
plan to achieve 100 per cent membership 
in the Bronx district was also formulated. 

It was announced at the meeting that 
Edwin F. Lilley, president of the A.N.R. 
J.A., and Mrs. Lilley had accepted the 
invitation to attend the joint banquet of 
the Bronx and Metropolitan association, 
to be held Feb. 22 at the Hotel Astor. It 
is expected that at least 500 jewelers ac- 
companied by their wives will be present 
at this affair. Dinner will be served at 
7 p.m. sharp and it has been announced 
that the ladies will receive souvenirs. 
There will also be a souvenir journal for 
all those attending the banquet. 


Death of R. Clifford Black 


R. Clifford Black, vice-president of 
Black, Starr & Frost-Gorham, Inc., New 
York jewelers at 594 Fifth Ave., died 
suddenly early the morning of. Jan. 26 
at Pelham Manor, N. Y. He was in his 
54th year and had been with the firm 
for more than 30 years. 

Mr. Black was born in March,. 1877, in 
New York. His early education was ob- 
tained at Taft School. Later he attended 
Williams College, where he graduated 
with the class of 1900. At Williams he 
played center on the championship foot- 
ball team and was prominently mentioned 
for an All-American position that year. 

Immediately after his graduation, Mr. 
Black entered the business of Black, Starr 
& Frost, with which his father and grand- 
father have been associated. Here he re- 
mained actively engaged until his death, 
at which time he was vice-president. 

During his career many famous gems 
passed through Mr. Black’s hands, he 
having become an expert well-versed in 
their history. Among the firm’s treasures 
in which he had shown great pride were 
the enormous jewel settings once owned 
by James B. (Diamond Jim) Brady, 
which the concern bought after Brady’s 
death and from which the jewels were 
later removed. 

Mr. Black was a member of the Union 
League, University, Alpha Delta, Phi, and 
Williams Clubs. He was also a life 
member of the American Museum of 
Natural History; life member of the 
Navy League of the United States; life 
member of the New York Athletic Club, 
and the Clove Valley Rod and Gun Club, 
of which he was vice-president. 
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The deceased, who was the son of the 
late Robert C. Black and Mary G. With- 
erbee Black, is survived by his widow, 
Beatrice Cluett Black; a brother, Wither- 
bee Black, and four children, Robert C. 
the 3rd, Deborah, Judith and Andrews 
Dimon. 

Funeral services were held Jan. 28 at 
the Huguenot Memorial Church, Pelham 
Manor. 


Annual Meeting of Jewelers’ 
Security Alliance 


The 48th annual meeting of the Jewel- 
ers’ Security Alliance was held at the 
headquarters, 15 Maiden Lane, New 
York, Jan. 30. President H. C. Larter 
presided and in his annual address called 
special attention to the fact that there 
were more attacks upon jewelry stores 
and greater losses than any year since 
1925. <A total of 782 crimes were re- 
ported with losses of $2,373,916. Win- 
dow smashing and sneak thefts ac- 
counted for nearly two-thirds of the 
number of crimes. 

Frank T. Sloan, chairman of the Trav- 
elers’ Protective Service, reported that 
the manufacturing, importing and whole- 
sale jewelers did not properly appreciate 
the importance of having their travelers 
registered and protected while on the 
road and, therefore, but a limited num- 
ber of salesmen had been registered. 

Richard C. Murphy, counsel and di- 
rector of crime work of the Alliance, 
made a report of the results secured in 
1930. 

Bernard Karsch, treasurer, reported 
receipts of $130,429 and disbursements 
of $116,774. 

Officers were elected as follows: Presi- 
dent, Harry C. Larter; first vice-presi- 
dent, G. H. Niemeyer; second vice- 
president, Leo Wormser; third vice- 
president, Emil W. Kohn; treasurer, 
Bernard Karsch. 

The executive committee re-elected 
James H. Noyes, secretary. 


J. Parker Ford Dead 


PHILADELPHIA, PA., Feb. 1.—J. Parker 


Ford, widely known in the jewelry trade : 


as manufacturer and salesman, passed 
away suddenly while riding with his wife 
on a street car in this city, Jap,,25. At 
the time of his death, which was due 
to heart failure,- Mr. Ford -represented 
several jewelry concerns. The remains 
were taken to Brooklyn, where the fu- 
neral services were held from the resi- 
dence of his sister Lucy S; Ford, 50 Cam- 
bridge Place, Jan. 28. Interment was in 
Greenwood Cemetery. 

James Parker Ford, or “Parker,” as 
he was better known to his jewelry 
friends, was one of the most prominent 
and popular jewelry salesmen in the in- 
dustry. Born in Brooklyn in 1859, he 
began his career in 1878 in the employ 
of Hall, Nicoll & Granbery, but for many 
years represented Daggett & Clap, whom 
he joined in 1883. He successively rep- 
resented other jewelry houses of the East 


and was in business for himself in the 
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firms of Ford & Carpenter and the Ford, 
Perry Co. 

For many years Mr. Ford lived in 
Providence, but his travels took him all 
over the country, and he was known to 
the jewelers of the Far West as well 
as to those of the metropolitan cities of 
the East. 

Among other organizations of which 
he was a member were the Brotherhood 
of Traveling Jewelers, the Traveling 
Jewelers Association and the Jewelers 
Fraternal Association. His widow, Mrs. 
Jessie P. Ford, survives him. 


Philadelphia Jewelers’ Club 
Decides to Omit Banquet 
This Year 


EHILADELPHIA, Feb. 9.—Something of a 
shock has been caused in the jewelry 
trade here by the announcement that the 
Jewelers’ Club will not hold its annual 
banquet this year. This is the first break 
in the continuity of the events in the 34 
years of the club’s existence and will be 
regretted all along the line. The ban- 
quets always have been held in honor of 
Washington’s birthday and invariably on 
a Saturday night as close to that date as 
possible. 

‘Decision to omit the banquet this year 
was reached at a conference of the di- 
rectors, who point out that these notable 
feasts may be resumed next year, if cir- 
cumstances warrant. 





One Bandit Kills Himself and 
Two Others are Caught by 
Maryland State Police 


BattimorE, Mb., Feb. 7.—One bandit 
shot and killed himself when cornered by 
State police, and the last member of the 
jewel bandit mob of Richard Reese 
Wittemore who led a gang which terror- 
ized New York jewelers five years ago, 
was trapped near here a week ago after 
holding up the, jewelry store of Solomon 
Lazerovitz, at Laurel, Md. The dead 
bandit was identified as L. C. Taylor, of 
Topeka, Kan. He shot himself through 
the head as he tried to elude armed pur- 
suers on the west bank of the Patuxent 
river, within half a mile of the scene of 
the holdup. : 

Thomas A Phillips, one of the accused: 
bandits, confessed to-State police that he. 
was the last member of the Reese Witte- 
more mob. ‘Taylor was identified as a 
former pal of Wittemore. 

Laserovitz was alone in his store when 
three bandits entered, leveled pistols at 
him and one of the gang fastened his 
hands and ankles with rope. Jewelry: 
valued at $2,000 was scooped up and 
placed in a bag. The robbers were dis- 
covered at work in the store by a citizen 
who immediately gave an alarm. A run- 
ning, fight developed and Phillips and 
another man were captured. 

Phillips and the other man are held in 
jail on heavy bail pending trial of as- 
sault and robbery charges. The stolen 
jewelry was recovered. 
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NEWARK 











Jewelers’ Settings and Solders 


Refiners and Smelters 


BAKER & CO., INC. 


Murray and Austin Sts. 





Wefferling, Berry, Wallraff Co., Inc. 


Makers of 


Fine Emblematic Jewelry 
Eight Rose Street 





BARRASSO & BLASI 


THE HOUSE OF CAMEOS 
10 and 14K Cameo Jeweiry 
CAMEO BROOCHES 
Sunray Crystal Pendants, Brooches, 

Rings, Earrings and _ Bracelets 
Diamond Mountings Ladies Stone Rings 
at the right price 
Sold through Wholesalers only 


31-33 Governor Street Newark, New Jersey 


Sterling Fireless Silver 


Reduces polishing to a minimum and obtains 
lasting brilliance. 


JOHN J. JACKSON & CO. 


All Sterling and Fine Silvers Rolling for the Trade 








HENRY RUFEISEN-IN¢ 


MANUFACTURERS OF 


DINGS oFAQUALITY 


Factory and Main Office—126-128 South Street 


Chieage Office, 31 N. State St. 


INKLESS 
ARCH CROWN MFG. CO. 


Send for Samples 
TOOLLESS 
81 Warren St. Newark, N. J. 


TAGS ==. 
ALL COLORS 
Originators and Patentees 








SCHUMAN & DONCHI, Inc. 


Creators and Designers 
of Distinctive Ring Findings 
81 WARREN STREET 


GOLD and PLATINUM SOLDERS 


“CLINTON ALLOYS” 
FOR WHITE, GREEN, YELLOW GOLD 
REFINERS OF PRECIOUS METALS 


Clinton Refining Co., Inc. 
91-93 East Kinney St. 





RINGS—A Specialty with 


LOUIS BLEIBERG 


336 Mulberry St. 


M. ALEXANDER 
Manufacturer of 
GOLD RINGS 


Tel. Mitchell 1453 50 Columbia St. 





Necklace Clasps and Novelty Jewelry 
Rondelles, Barrel-clasps, Costume Jewelry Findings 


MODERN NOVELTY CO., INC. 
126 South St. Newark, N. J. 


LUDWIG ZIMMER 


Assayer and Refiner of Precious Metals, 
Solders and Alloys 


88-90 Kinney Street 





G. B. W., INC. 


10, 14 and 18K Rings—Jobbers Only 
391 Mulberry Street Tel. Market 8320 
New York Office, 93 Nassau St. 














sTERNSE?T 


Rings and Pendants to Match 
Stern Mfg. Co., 407 Mulberry St. 

















F. T. C. Alleges Ohio Jeweler 
Improperly Calls Himself Manu- 
facturer and Importer 


PHILADELPHIA, Feb. 1.—The National 
Wholesale Jewelry Trade Association 
has received word from Washington that 
acting on evidence supplied by the asso- 
ciation against one Joseph Sculler of Col- 
umbus, Ohio, the Federal Trade Commis- 
sion has issued a complaint against Scul- 
ler, (Docket 1890). The interesting part 
of this complaint is the fact that it attacks 
the right of the respondent to use the 
words “Manufacturing and Wholesale 
Jeweler, Importer of Diamonds and Swiss 
Watches” in his letterhead and printed 
matter to customers, when, according to 
the complaint issued, “in truth and in fact 
respondent does not own, operate or con- 
trol and has not owned, operated or con- 
trolled for more than one year last past 
a plant, factory or machinery for the 
manufacture of the articles, jewelry or 
watches which he sells and distributes in 
interstate commerce, but respondent has 
filled and now fills orders for such arti- 
cles with products which are made or 
manufactured in a plant or factory which 
he neither owns, operates nor controls.” 

It is alleged that the action of the re- 
spondent in holding himself out to the 
public in this way misleads and deceives 
the public and constitutes unfair competi- 
tion in interstate commerce. 

Sculler, the respondent, is ordered to 
file an answer to the complaint with the 
Federal Trade Commission and the hear- 
ing is fixed for Feb. 6 at 2 p.m. at the 
office of the Federal Trade Commission 
in Washington. 





New York Thugs Killed 
by Police 


Charles Sirico, and Charles Clark, 
escaped convicts, were shot and killed by 
officers of the Kingsbridge station, New 
York, after a wild chase of 50 miles in a 
stolen automobile in which they had fled 
after looting the jewelry store of Abra- 
ham Caplan, Beacon, N. Y., Sunday, Feb. 
1. An accomplice was captured midway 
in the flight by Charles Smith of the 
Westchester County Park Police, who 
knocked him unconscious with the butt of 
his gun when the stolen car overturned 
in a ditch. A fourth man was picked 
up outside the jewelry store immediately 
after the robbery and accused of being 
the lookout. 

Three men headed down the Albany 
Post Road toward New York with more 
than $5,000 worth of stolen jewelry. The 
local police, who had surprised the crooks 
in the act of robbing the store, sent out 
an alarm, and when the car neared the 
Westchester County line Officer Smith 
gave chase, capturing one man. Taking 
to their heels, the other two men com- 
mandeered a passing taxi and forced the 
driver to carry them on toward New 
York. At 242nd St. and Broadway they 
encountered Patrolmen Scanlon, Barclay 
and Pittel of the Kingsbridge station, 
where the driver of the cab stopped his 
engine and leaped to safety. The officers 


THE JEWELERS’ CIRCULAR 
for March, 1931 


opened fire, closing in on the car, where 
they found Sirico dead and Clark mortal- 
ly wounded and unconscious. He lI-ved 
only long enough to reach the hospital. 

According to police records Sirico was 
notorious as a jail-breaker and Clark had 
also been identified as a former inmate of 
the Eastview Penitentiary. It is alleged 
that the four men had been engaged in 
hi-jacking activities along Westchester 
roads. 





Big Rough Diamond to Come 
to United States 


(Special Cable to THE JEWELERS’ CIRCULAR) 


Lonpon, Feb. 9.—A New York diamond 
cutter has just brought from the London 
Diamond Syndicate one of the finest of 
the large rough Jagersfontein stones it 
has received. The stone is blue white 
and weighs 123 carats. 


Senate Committee Defers Ac- 
tion on Capper-Kelly Bill 


WasHInGToN, D. C., Feb. 5.—At a 
meting on Feb. 3, the Senate Committee 
on Interstate Commerce unanimously 
voted to defer action on H. R. 11, as 
passed by the House Jan. 29, and on 
the original Capper-Kelly Bill, S. 240, 
as introduced at the beginning of this 
Congress by Senator Capper, until hear- 
ings could be held. The position of the 
senators was that there was insufficient 
time to hold hearings on the bills before 
the present Congress ends, March 4, and 
out of the question to expect to have 
hearings, decision by the Committee, ac- 
tion by the Senate, action again by the 
House, and in conferenec to adjust dif- 
ferences. 


Various Firms Stipulate to Stop 
Using Terms Which Mis- 
represent Quality 


WASHINGTON, D. C., Feb. 2.—A stipula- 
tion has been entered into between the 
Federal Trade Commission and a firm 
which has agreed to rearrange its adver- 
tisements of imitation pearls and crystals. 
The company will not use in its advertis- 
ing the words “Pearl” or “Crystal” inde- 
pendently or in connection with each 
other, or with other words, so as to imply 
that the products are made of natural 
crystals or pearls, when such is not the 
fact. The words “Pearl” or “Crystal” 
will not be used in other ways which 
will deceive buyers. 

Co-partners importing novelties have 
also agreed with the Commission on a 
stipulation by which they will stop label- 
ing products as “silver” so as to imply 
that they are made of silver as that term 
is generally understood and used by the 
trade and purchasing public, when in fact 
the articles were not made of silver. 

Advertising their necklaces as “pearl” 
will be discontinued except when such 
description is accompanied by a word in- 
dicating the products to be imitations, ac- 
cording to an agreement signed by co- 


177 





partners selling and distributing jewelry 
and jewelry products. They will also 
stop designating imitation pearl products 
as “indestructible,” when such is not the 
fact, and from marking such goods with 
fictitious prices in excess of those at which 
they are contemplated to be sold. They 
will not represent any article as “free” 
when the cost is actually included in the 
price paid for some other product; and 
they will not represent rings as having 
diamond settings, when such is not the 
fact. 

The word “American” will not be used 
as a trade name for products not manu- 
factured wholly in America, according 
to an agreement signed by a corporation 
engaged in the purchase of watch cases 
and other accessories, and in the assem- 
bling of such equipment into complete 
watches. The company will also stop use 
in advertisements of representations to 
the effect that a group of famous foot- 
ball players used its watches without at 
the same time disclosing that such 
watches were given to the players gratui- 
tously by this company. 

The names of these stipulators, in ac- 
cordance with the usual custom of the 
Commission, have been withheld from 
publication. 


Death of E. T. Carrington 


Ellsworth T. Carrington, manufactur- 
ing jeweler with offices in 542 Fifth Ave., 
New York, died Feb. 4 at his home, 52 
Berkeley Ave., Newark. He was in his 
56th year. 

Mr. Carrington’s factory is in Newark. 
The business was founded in 1871 by his 
father, the late Charles Lewis Carring- 
ton, who originally came from Charles- 
ton, S. C. 

Funeral was held from the late home 
Feb. 6 with burial Evergreen Cemetery, 
Newark. 

Surviving are the widow and two 
daughters; one sister, Mrs. Fleetwood 
Lanneau; two brothers, Waring C. Car- 
rington and C. Blake Carrington. 


Executive Board of Retail Jewel- 
ers’ Association of New York 
Holds Monthly Meeting 


Phineas Peters, chairman of the Execu- 
tive Board of Retail Jewelers Association 
of New York, presided at the meeting of 
that organization at the Hotel Astor, 
Feb. 6. 

Mr. Peters spoke of the proposed sales 
tax. Charles T. Evans, secretary of the 
A.N.R.J.A., also spoke on this matter 
urging immediate action, a committee was 
appointed by Chairman Peters to devise 
ways and means of combating the sales 
tax and to undertake the task of raising 
a fighting fund for that purpose. 

Counselor Greenberg spoke of two 
garnishee bills which are about to be in- 
troduced in the State legislature. 

It was announced that at the next meet- 
ing of the Board, Felix H. Levy, counsel 
for the A.N.R.J.A., will speak on the 
subject of the retailing wholesaler, after 
which the meeting came to a close. 
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Send Today 
For Our New Catalog! 


Showing Profitable, Up-to-Date Ideas in 
|| Standard Display Fixtures for Jewelry 
| Stores. 


F. C. JORGESON & COMPANY | 
159-167 No. Racine Ave., Chicago, Ill. | 
_— 
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F. C. Jorgeson Company 





Rings You Will Be Proud to Sell 
ALL PROFIT 


NO STOCK TO CARRY 


Carry one initial ring as sample. 
Electros Free 


2 DIAMONDS 4/100 each 


Green or White Gold 
Same Price 


Order on five days’ memo. 

when you have a sale in 

sight. Orders filled same 
day received. 


All emblems and initials 
encrusted .om ruby and 
onyx on hand at all times 
in every finger size. 
Display Emblem Cards for 
your window in original col- 
ors free upon request 








This <j Reg. Trade Mark 
Saadeieli yun gules Ganiants. 


OLD RINGS MADE NEW 


We repair and rebuild any ring, also en- 
crust any initial or emblem on any stone, 
or furnish new stones in all sizes and shapes. 





Prices Reasonable. Prompt Service. Try Us. 





6746—$21.00 List 


Genuine one piece, three color, double 
head cameo. Belais white gold (also 


in green gold) 6746—$21.00 List. 
Next size larger stone, $2.00 additional 
BUFFALO JEWELRY CO. 


“The Mail Order House tothe Jewelry Trade’ 
501 Washington St. Buffalo, N. Y. 
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EMODELLING may be done at 

surprisingly small cost—often 
with as little as one new display piece. 
Send for our new 1931 Catalog of 
Standard Display Fixtures for jewelry 
stores; filled with store improve- 
ment ideas. Ask our advice when 
making any changes in store interiors. 
Get the assistance of our 48 years of 
experience serving the jewelry trade. 


Absolutely no obligation. 





Chicago 











GENUINE BOHEMIAN 
GARNET JEWELRY 


Necklaces 


Earrings 


Bracelets 
Scarf-pins 


Brooches 
Finger-rings 


and Beads 


HENRY KLAAS CO. 


58 E. Washington St. 
Chicago, Il. 











IMPORTED 
Marcasite Jewelry 


Largest assortment of original imported 
MARCASITE rings, necklaces, bracelets, 
earrings, etc., sterling silver, set with semi- 
precious stones in the newest Fall colors. 
Well rated firms, write for a memorandum 
selection. 


MAISON BEHAR 


303 Sth Ave., New York 
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Sees Trend Toward Increased 
Wearing of Fine Jewelry 


CINCINNATI, Feb. 7.—In spite of the 
vast amount of costume jewelry that is 
being worn by milady today, there is be- 
ginning to develop a trend backward to 
the wearing of more simple but genuine 
jewelry, according to the assertion made 
by Dr. Harry Granison Hill, former 
teacher of applied psychology and now 
leader of the New Thought Temple in 
this city. 

He made the statement at an overflow 
meeting of wholesale, retail and manufac- 
turing jewelers at the Sinton Hotel, 
Tuesday night. The meeting was spon- 
sored by the Greater Cincinnati Retail 
Jewelers’ Association and was attended 
not only by retailers but by a large group 
of wholesale and jobbing representatives 
in addition to manufacturers led by Fred 
Gruen, president of the Gruen Watch Co. 


Death of Simon Bruner 


Simon Bruner, President of S. Bruner, 
Inc., manufacturer of watch cases and 
watch bracelets, 154 W. 14th St., New 
York, died Jan. 31 at the age of 55 at 
his home, 698 Broadway, Far Rockaway, 
N. Y. Death came as the result of a 
lingering illness from which Mr. Bruner 
had suffered for about one year. The 
deceased was well known among mem- 
bers of the trade throughout the country. 


Mr. Bruner was born in Poland, com- 
ing to this country in 1906. He started 
in the jewelry business working as a 
polisher for a concern in the Maiden 
Lane district. He entered into the polish- 
ing business for himself in 1908, later 
broadening out into the manufacturing 
line and moving to the concern’s present 
address. 


Metropolitan Retail Jewelers’ 
Association Meets 


The monthly meeting of the Metro- 
politan Retail Jewelers Association was 
held Jan. 29, with President Shapiro pre- 
siding. 

Phineas Peters, president of the Brook- 
lyn Association addressed the jewelers on 
the importance of prompt action in view 
of the impending sales tax, suggesting 
the expedient of sending a legal repre- 
sentative to Albany to watch the turn in 
legislative sentiment in this matter. At- 
torney Greenberg spoke of the auction 
law which was recently passed, pointing 
out that the efficacy of such a measure 
depends wholly on the alertness of the 
jeweler in seeing that it is enforced. 

A committee was appointed to study 
the sales tax situation and to consider 
ways and means for averting this evil. 
The committee includes Henry Astor, A. 
Wolff, Sol Berkower and Herman 
Shapiro. 

Following the business session all those 
present enjoyed refreshments, after which 
the meeting came to a close. 
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New England Jewelry Manu- 
facturers to Exhibit Products 
at Massachusetts Retailers’ 
Convention 


ProvipeNce, R. I., Feb. 7.—A_ joint 
meeting of the committees of the Massa- 
chusetts and Rhode Island Retail Jewel- 
ers’ Association and of the New England 
Manufacturing Jewelers’ and_ Silver- 
smiths’ Association with representatives 
of the New England wholesale jewelers 
was held at the Hotel Statler, Boston, on 
Jan. 28 to outline plans for the forthcom- 
ing convention of the Massachusetts and 
Rhode Island Retail Jewelers’ Associa- 
tion to be held in Boston, March 24 and 
a5. 

This is a cooperative effort between 
the two associations to afford the retail- 
ers an opportunity to see the complete 
lines of the various manufacturers in the 
New England district, that they may be- 
come more familiar with the New En- 
gland products. With this in view, it 
was decided that this was not to be a 
selling mart and that no attempt was to 
be made to make sales, but simply to dis- 
play the merchandise that retailers can 
obtain through their regular channels. 

This is the first effort of the kind ever 
made by the manufacturers, and if it 
proves a progressive move for the benefit 
of the industry as a whole, it is capable 
of greater, more comprehensive and am- 
bitious development. 

At a very enthusiastic meeting held by 
members of the New England Manufac- 
turing Jewelers’ and Silversmiths’ Asso- 
ciation at the Hotel Hixon, in Attleboro, 
on Nov. 25 about thirty manufacturers 
agreed to display their lines during the 
convention and with this as a nucleus 
the manufacturers are taking an entire 
floor at the Hotel Statler to be used for 
a continuous display during the conven- 
tion. 


Death of Archibald Bannatyne 


WATERBURY, CONN., Feb. 1.—Archibald 
Bannatyne founder of the Bannatyne 
Watch Co., which was later sold to the 
Ingraham Clock Co., died Jan. 29 at the 
home of his daughter, Mrs. Emil Mann- 
weiler of Naugatuck. He was 78 years 
old. 

He is credited with having contributed 
to the development of the famous “dollar 
watch.” 


Death of Julius Bendix 


Julius Bendix died Jan. 31 at his home 
at 41 Second St., Lynbrook, L. I., after a 
severe attack of grippe. He was 86 years 
old. Mr. Bendix retired from his busi- 
ness at 133 E. 42nd St. in 1922, it being 
taken over by his son, the late J. Arthur 
Bendix, at that time. 

George Hartley and Herman Watson, 
for many years in the employ of Mr. 
Bendix, succeeded to the business upon 
the death of the son, removing it to the 
present address at 100 E. 42nd St., under 
the name of Hartley-Watson. 
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Appellate Court to Decide Duty 
of Bone Roses as Parts 
of Jewelry 


WASHINGTON, D. C., Feb. 4.—Appeal 
has been filed in the United States Court 
of Customs and Patent Appeals in the 
case of the United States against Cohn & 
Rosenberger, Inc., in connection with a 
decision of the Customs Court relative to 
bone roses as parts of jewelry. 

Articles of bone combined with metal 
parts after importation to form articles 
of jewelry classified as unfinished jewelry 
at 80 per cent under paragraph 1428 of 
the Tariff Act of 1922, held as claimed 
dutiable at 25 per cent under paragraph 
1439 by the Customs Court.” The gov- 
ernment is appealing the case. 


Swiss Jewelry Industry Holding 
Its Own 


WasuHincton, D. C., Feb. 3.—In spite 
of the great decline in exports, there has 
been as yet no crisis in the Swiss jewelry 
industry, because the importation of jew- 
elry which greatly diminished during the 
war with the exception of the postwar 
years 1919-1920 has not increased accord- 
ing to unofficial information received 
here. 

To replace the loss arising from lack 
of orders from foreign countries, the 
Swiss jewelry industry commenced man- 
ufacturing artistic watch cases. The suc- 
cess was such, says the report, that the 
number of persons employed greatly in- 
creased. The watch, as an indispensable 
article of daily use, has become more and 
more subject to fashion and has thus 
opened up a new and-valuable source of 
gain to the jewelry industry. 


Death of E. M. Knapp 


ATTLEBORO, Mass., Feb. 3—Ephraim M. 
Knapp died Jan. 26 at the Sturdy 
Memorial Hospital after a lingering ill- 
ness. He was one of the veteran jewel- 
ers of the Attleboros. Thirty-eight years 
ago he first entered business in Plain- 
ville under the firm name of Seymour, 
Knapp & Warren Co. 

Later he became associated with the 
B-K Co. in the Bigney Building, Attle- 
boro, which was a successful concern for 
many years. Upon withdrawing from 
this firm he removed to Newark, N. J., 
where he became associated with the J. 
A. & S. W. Granbery Co., and remained 
there for four years. For the past 16 
years he had been with the J. F. Sturdy’s 
Sons Co., Attleboro Falls, until ill health 
compelled him to retire from active work. 


Platinum Market 


Platinum prices, as of Feb. 10, were 
officially quoted as: 


ee re a vee. 
Containing 5 per cent iridium.. . 40 
Containing 10 per cent iridium . 46 
RI a dt. 8d a0'ert wees — . 160 
Palladium 22 
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OPPOSITE PROPOSED RADIO CITY 
ye MODERN 
“ua 16 STORY 
OFFICE 
BUILDING 


WEST 48h §T. 


Offices, show rooms and entire floors with pro- 
tected light on four sides. 


Many units with north light. 
EXCEPTIONALLY LOW RENTS 


ALISO 
STORE and BASEMENT 


Large Street Window Display 
Immediate Possession or May Ist 
“We Invite Your Inspection” 


Brokers Protected 


YRNE & 
OW MAN 


30 East 42nd St. VAnderbilt 3-2371 





























CIRCULAR March, 1931 





SCHMIDT ©. 


T Special Order Work. 


Cutting—lIncrusting. 
a) Mail Your Jobs 


N Importers of Precious and Imitation 










Stones 
E 22 W. 48th St. 
%., New York City 








SELLING OUT 
FINE MOSS AGATE 


Sold at retail, cut and mounted in rings, brooches, scarf 
pins, etc., 1OK Montana Agate. Send for CATALOGUE 
with 20% DISCOUNT. 


JEWELRY and LOOSE GEMS, many sorts, at same 
DISCOUNT. $6,000 worth of smallest to largest. 


GENUINE ELK TEETH at wholesale to Jewelers, at 
10% DISCOUNT on the wholesale price. Sent on selec- 


tion. 
L. W. STILWELL 
DEADWOOD, SOUTH DAKOTA 


























-—— 
G Gun with Special Knowled ge 
and Experience cn Jewelry 
Ciccounting 


ZEISS & NORMAN 


Accountants and Auditors 
5 East 44th St., New York 


Vanderbilt 5890 
George J. Zeiss, C.P.A. 





James V. Norman 
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THE WASHBURN 
MAGIC NUT 
Security 


Automatic Holder for Ear Studs, Scarf Pins, 


etc. 


Platinum—18k White 
Yn 18k — 14k —- 10k 
14k R. P. — Sterling 


J PEARL DRILLING, STRINGING 
and Adjusting a Specialty 
Repairing and Special Order Work 
Send for Descriptive Circular 


vai, (at, C. IRVING WASHBURN 
ane smell 108 FULTON ST., NEW YORK 


Chesed 
Safety Catch 
4 















Special Order Work 
and Repairing 


Every facility for the Pro- 
duction of Special Order Work. 
and fine Jewelry Repairing in 
all its branches. 


We solicit your next consignment. 


WAGNER MFG. CO. 


Established 1919 
|] 114 Fulton St. New York 



































THE CHANGEABLE RING 


A beautiful combination of the single 
row diamond guard cing with the various 
and more colorful calibre bands. of 
simple, revolving construction—instantly 
ar reg for numerous occasions. Pat. 


WEDDING RINGS — 





Baguette-Like 
The only ring that mounts 
any size and number of 


ola ont wedding rings 
ered wi round diamonds SQUARE. 


th the Klass & ‘Com: 
pany sietinans or 18 K. 
white eit shells — guaran- 
teed to the original ring 


cece Sido engravy- price 
ing red ih nade unde- wedding band. Pat, *o. 8. A. 


bas KLASS & CO. 


Platinum Mountings, Wedding Rings and Special Orders. 
Manufact 
49 MAIDEN LANE NEW YORK 





uring Jewelers 
Tel. John 5892 








































A. Goldsmid Co. has announced its re- 
moval to new quarters in 102 Fulton St. 

Seymour Ast is now representing 
Karlan Bleicher, Inc., 9-13 Barrow St. 

I. Smith, watchmaker for the trade, is 
now in Room 91, 65 Nassau St. 

L. Oppenheimer, sales representative, is 
now connected with the Lussac Watch 
Co., 12 John St. 

Joseph L. Sulger has announced the re- 
moval of his offices and work rooms to 
15 W. 47th St. 

The Arlene Jewelry Novelty Corp has 
announced its removal to new quarters 
at 40-42 W. 37th St. 

According to a recent announcement, 
Henry M. Rich has retired from the firm 
of S. C. Powell & Co., 2 W. 46th St. 

Dave Sussman, formerly of Eisenhoff- 
Sussman, Inc., is now located in Room 
920, 206 Broadway. 

Stasin & Suykerbuyk, jewelry manufac- 
turers, are now located in Room 32, 41 
John St. 

The Jewelers Square Club of the City 
of New York held a dinner and enter- 
tainment Feb. 2 at the Hotel Piccadilly. 

Gochman & Held, manufacturing and 
wholesale jewelers, 90 Nassau St., will 
remove on March 1 to 87 Nassau St., 
where they will occupy larger quarters. 

J. Arthur Rogers, formerly with 
Samuel Lenkowsky & Sons, has started 
in business for himself with offices at 10 
W. 47th St. 

Murray Max, formerly traveling rep- 
resentative for J. R. Wood & Sons, is now 
covering the boroughs of Brooklyn, Man- 
hattan, the Bronx and Westchester 
County for that concern. 

Morris L. Alexander, diamond im- 
porter, at 20 W. 47th St., left recently on 
the Bremen for a visit to the foreign dia- 
mond markets. He will return about 
March 15. 

Harry L. Strauss has severed his con- 
nections with S. Kaplan & Co., and is 
continuing in the diamond business on 
his own account. His temporary office 
is with Edgar L. Strauss, 527 Fifth Ave. 

Stephen Varni of Stephen Varni Co. 
left recently on an automobile trip to 
Miami, Fla., accompanied by Mrs. Varni. 
He is expected to return in about two 
weeks. 

Godfrey Abrams, connected with the 
diamond and jewelry trade for the past 
30 years, formerly located at 22 W. 48th 
St., is now associated with Harry Wins- 
ton, 527 Fifth Ave. 

Ransom J. Arthur has severed his con- 
nections -with Paris, Arthur & Co., Inc., 
527 Fifth Ave. The business will be 
continued under the style of Jan. W. 
Paris, Inc. 

Harry Zickerman of Zickerman Bros., 
diamond importers, 580 Fifth Ave., is at 
present visiting his many friends in the 
South and West and reports business con- 
ditions improving. 

Jacques LeRoy, retail jeweler at 1056 
Third Ave., and Mrs. Leroy left for 
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Europe, Jan. 22 on the Bremen. They 
will spend about two months on a rest 
and pleasure trip in the south of France 
returning some time in April. 

William Adams, Ltd., silversmith, 
whose factory “Compass Works” was 
established in 1866 at Birmingham, En- 
gland with showrooms in London, has 
opened an American sales room at 1348 
Sixth Ave. 





The partnership of Irwin V. Bertuch 
and William Mechanic, trading as 
Bertuch & Mechanic, was dissolved as of 
Jan. 19, 1931. Mr. Mechanic is now in 
business at 145 W. 45th St. and Mr. 
Bertuch is located at 246 Fifth Ave. 

Alfred Spaney, formerly partner in the 
firm of C. V. Dougherty Co., and for 
more than nine years as designer and 
factory superintendent, will open offices 
at 158 W. 45th St., where he will design 
jewelry for trade. 

The dinner and dance held Jan. 3 by 
the Loupe and Tweezer Club at the 
Jansen’s Midtown Hofbrau was an un- 
qualified success, over 100 couples attend- 
ing. The association will hold its next 
meeting late in the near future. 

M. J. Braunstein, formerly with B. 
Roskin, is now located at 36 W. 47th 
St., where he is manufacturing a line of 
gold and platinum jewelry. Max Hirsch 
is representing the new firm in the West 
and Middle Western States. 

Announcement has been made that T. 
A. Wright, secretary and technical di- 
rector of Lucius Pitkin, Inc., metallurg- 
ists, 47 Fulton St., has recently been ap- 
pointed by President Hoover as a mem- 
ber of the United States Assay Commis- 
sion for the year 1931. 

Announcement has been made that D. 
Vartanian, president of the Asiatic Art 
Jewelry Co., Inc., has purchased the 
shares of V. Vartanian in that concern, 
the latter having severed his connections 
with the business. V. and J. Vartanian 
will do business as Vartanian & Co., 42 
W. 48th St. 

Announcement has been made that 
John Wirth, with Harvey Clap & Co., 15 


181 


Maiden Lane, will marry Miss Dorothy 
G. McMahon, of Flushing, L. I., on Feb. 
24 at St. Michael’s Church, Flushing. 
The couple will leave immediately for a 
honeymoon in Bermuda and will be at 
home in the Chambers Court Apartments, 
Flushing after March 9. 

At the meeting of the New York Dis- 
trict of the National Jewelers Board of 
Trade held Jan. 15, at 2 p.m. in the 
Board’s executive offices at 22 W. 48th 
St., the following directors were elected 
to serve for a term of four years: Sig- 
mund Cohn; Cleveland A. Dunn, of 
Graff, Washbourne & Dunn; Joseph L. 
Herzog, of Joseph L. Herzog & Co., and 
S. C. Powell, of S. C. Powell & Co. 

The C. V. Dougherty Co., 7 W. 45th 
St., has been succeeded by Daniel Leker, 
who has been associated with the firm of 
C. V. Dougherty Co. and C. V. Dough- 
erty Co., Inc. for the past 20 years. Mr. 
Leker will continue to manufacture the 
same line of seed pearl, diamond and 
platinum jewelry. Mr. Dougherty is re- 
tiring from business and is planning an 
extended trip around the world. 

Max Lasko, who is associated with his 
father, J. Lasko, treasurer of the Diel 
Watch Case Co., Inc., 395 Fourth Ave., 
was married on Wednesday night, Feb. 
11, to Miss Charlotte Parkovitz, daugh- 
ter of Louis Parkovitz of Friedman & 
Parkovitz, 47 Maiden Lane. After the 
ceremony, Mr. and Mrs. Lasko left for 
Florida where they will spend their 
honeymoon. 

Emil W. Kohn and Albert Kohn of 
Theodore A. Kohn & Son, 321 Fifth Ave., 
have presented to the Mechanic’s Insti- 
tute in the name of the Jewelers Associa- 
tion of New York, one large silver medal, 
one small silver medal and one bronze 
medal to be presented at the closing ex- 
ercises of the school next spring to mem- 
bers of the class in jewelry design show- 
ing excellence in their work. 

At a meeting of the Bronx Retail 
Jewelers Financial Corp., Jan. 27, the 
following officers were elected: President, 
I. Geffen; vice-president, I. Bierman; 
treasurer, I. Hirschhorn; secretary. Gus 
Schneider. The board of directors in- 
cludes A. J. Bluming, S. Hahn, A. Siegel, 
S. I. Firkin, A. Landau, M. Reibstein, M. 
Plotka. A cash dividend of eight per 
cent was declared for the year 1930, pay- 
able Feb. 10, 1931. 

It was announced recently that F. W. 
Bryant and C. E. Swenson have retired 
as officers and directors of M. B. Bryant 
& Co., Inc., ring manufacturers, 136 W. 
52nd St. The new president is Floyd R. 
Smith, son of the late James A. Smith, 
the last surviving partner of the original 
firm; the first vice-president, treasurer 
and managing director is John A. Potter; 
second vice-president, John H. McKinney 
and secretary, Ralph Goble. Messrs. Mc- 
Kinney and Goble will continue to cover 
their respective territories as will August 
Chouffet, the mid-west representative. 
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Use | 
HOR Phoenix White Finish 


Cy It gives your white gold jewelry the 

beautiful platinum color; easily, quickly 

and very cheaply. It stays white and 
looks right. 


1 quart, $5.00, finishes several hundred articles. 


(Send 10c. in stamps or coin for information on 
handling chromium-plated jewelry.) 


Ask for SAM W. HOKE, Mcr.oo 


Free Circular JEWELERS TECHNICAL ADVICE C2 
A. W. F. 22 ALBANY St NEWYORK CITY 
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GEMOLOGY Jigee" 


Entire subject covered in only American book specially prepared for 
jewelers by Robert M. Shipley, Gemmological Diplomate, instructor in 
Gemology, University of Southern California. Also, CORRESPON- 
DENCE COURSE which leads to certificate. 

Write for Information 


THE GEMOLOGICAL INSTITUTE of AMERICA 


811-B Title Guarantee Bldg., Los Angeles,! California 








Pat. Feb. 20, 1917 . . 
Pat. May 25, 1920 The Lion Safety Pin Clutch Co. Pat. Feb. 30, 1011 
a ay 








The 


Protection Ring Guard 


Holds ring secure and comfort- 
able on finger. Made in all col- 
ors. 14K gold. I doz. assorted 
on a card. 





1920 


Method Patented > ¥ 
May 7, 1929 20 West 22nd St., New York Pat. No. 1712276 











ELGIN and WALTHAM 


REBUILT MOVEMENTS in 
BRAND NEW CASES 


Pern we) $625 @ and 3/0 
. Size 







Cases een 
Leather Orders § 7 Jewels 
Straps not less than 6 





Sample Watch $6.75 
WATCHES FULLY GUARANTEED 


Complete Illustrated Catalogue on Request 


BERK MERCHANDISE CO. 


Wisconsin 7-1810 
152 WEST 42nd ST., NEW YORK 








HAIRSPRINGS 


Go to a specialist with your hairspring troubles. 
Just send balance wheel and bridge, stud and 
collet to vibrate. Flat or Breguet hairsprings, 
Swiss and American, all sizes. 


SWISS HAIRSPRING SERVICE, Inc. 
116 Nassau Street New York City 














Established 1845 


10K Solder for 14K Gold 6K Solder for 10K Gold 


JAMES H. DEDERICK’S SONS, Inc. 


Gold and Silver Sheet and Wire 


Also Silver Solder 


44 GOLD STREET NEW YORK 














TORTOISE SHELL, IVORY AND 
PEARL REPAIRS AND _ SPECIAL 
ORDERS IN REAL AND IMITATION 


Combs and brushes for Refills in mountings. 
New mirrors and steel fittings in Toilet Sets. 
Fans Repaired. 

Write for Estimates 




















= ZD@ULE TITE 


A Better Jewelers Cement 


A hetter, more seientifice Jewelers eement that does the Job eleaner and 
more effectively. Can't be heat for watch erystals—cracked stones— 
costume jewelry—as a ltaequer—or for stone cementing. Send only 50¢e. 
Ai for your bottle of JULE TITE. with simple instructions on how to apply. 
i Sent post aaid You'll! be amazed with results. 

A. SAUER & COQO., Gienn Bidg, Sth and Race St. 











Cincinnati, Ohio 









HARRY E. DAVIS, 807 Sansom St., Philadelphia 
DISTRIBUTORS OF 

Ladies Baguette Watches 

Gents Strap Watehes 

Baguette Movements 


STRAIGHT BAGUETTE MOVEMENTS 
8-DAY BOUDOIR AND DESK CLOCKS 


CLEBAR WATCH COMPANY, Inc. 


512 Fifth Avenue Penn. 1511 New York, N. Y. 


SEND ALL YOUR WATCH REPAIRS 
TO THE 


FACTORY P. TIECHE 


Watch Repairs and Materials :: Quick Mail Service 
93-95 Nassau St. New York, N. Y. 











GRIMM and JUDAE CO. 


MANUFACTURING JEWELERS and 
PLATINUMSMITHS 


Special Order Work Promptly Executed 
{mmediate Attention Given All Repairs 


| 31 No. State Street CHICAGO 




















round stones to appear square 





lete line of Rebuilt BLGIN, WALTHAM and 
other erican standard make watches in new cases. 

Hamilton—lILlinois—Howard—Elgin 21-J. RB. R. 
watches in original cases, at very low prices. Price list 


upon request. 
PLONSKY & GREENBERG 
76 Bowery Tel. Dry Dock 7563 New York City 











SAMUEL STERN 
nme To 


Onl Manufactures Fine Platinum “Changeable Ring’ 
y ring that will mount 7 Patented U. 8. A 





“Baguette Like” 


Patented U. 8. A. 


ewelry—Special Order Work 














Non-Tarnishing Flannel 





BAGS and ROLLS 


Samples and price list gladly sent. 


EUREKA MFG. CO., INC. 


TAUNTON, MASS 


































William E. Engelbrecht is now asso- 
ciated with the Harry H. Fruer Co., 
wholesale jewelers, located at 27 E. Mon- 
roe St. 

James F. Kopf, formerly with R. Hae- 
flinger & Co. and J. R. Wood & Sons, 
and Carl Huck have formed a partner- 
ship as Huck & Kopf, Inc., importers of 
diamonds, 58 E. Washington St. 

Mrs. Sadie Spero, who has been asso- 
ciated with the jewelry department of 
Hartman’s for the past year, recently 
was placed in charge of the department 
as buyer. 

It has been announced that Lou Shoen, 
formerly with the Westfield Watch Co., 
has been appointed representative for 
both the Bulova and Westfield Watch 
companies in Illinois and Wisconsin. 

The Stein & Ellbogen Co. has an- 
nounced the appointment of John J. 
Lynagh as representative in Ohio, Penn- 
sylvania and West Virginia. Mr. Lynagh 
formerly represented the Eisenstadt Mfg. 
Co. of St. Louis, Mo. 

Pete Stein, who has been associated 
with the Milwaukee Ave. store of Jones 
& Baumrucker Co. for the past few years, 
resigned his position with this concern to 
accept a position with an automotive com- 
pany. He will travel through Texas for 
this concern. 

Directors of the Illinois Retail Jewel- 
ers’ Association and Pluggers spent a 
day recently at Peoria, IIl., where they 
met with the local jewelers there to 
make arrangements for the annual con- 
vention of the association. It was de- 
cided that the convention will be held 
at Peoria on April 6 and 7. 

By mutual consent the co-partnership 
heretofore existing between H. K. Kirch 
and Otto E. Clauss, operating under the 
firm name of Kirch & Clauss, was dis- 
solved on Jan. 31. In the future Mr. 
Clauss will be located at 241 W. North 
Ave., and Mr. Kirch will remain at 324 
W. North Ave. 

Walter Heurich, retail jeweler at 4104 
Milwaukee Ave., and Mrs. Heurich 
sailed recently on the S.S. Homeric for 
a Mediterranean tour and a visit to the 
countries of Europe. They will be away 
for about two months. In the absence of 
Mr. Heurich, his brother Ernest Heurich 
is looking after the business. 


Mr. and Mrs. Charles Oppenheim an- 
nounce the marriage of their daughter, 
Mildred, to Barney Dubinsky of St. Jo- 
seph, Mo. The event took place at the 
Blackstone Hotel on Tuesday, Jan. 27. 
After a honeymoon trip the couple will 
make their permanent home at St. Joseph, 
Mo. Charles Oppenheim is manager of 
the jewelry department of Sears, Roe- 
buck Co. 


C. T. Ahborn, manufacturers’ repre- 
sentative with Chicago headquarters at 
159 N. State St., returned home last week 
from New York, where he spent a few 
weeks making connections for this year. 
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Mr. Ahborn announces that he has made 
connections with Papazian Bros., New 
York, and is carrying their complete 
line of cultured pearls in addition to his 
other lines. 

Warren Schimpf is again associated 
with the jewelry department of The Fair, 
as assistant to Fred Kluth, manager and 
buyer of the department. Mr. Schimpf 
for many years was connected with this 
department and left to accept a position 


{ “However hard hit the world 

may be financially, love and 
romance still thrive. Just as 
many, if not more, diamond 
rings symbolizing betrothal 
or marriage glisten on ring 
fingers as ever before,” says 
Alice Hughes in her article 
in the New York Telegram 
entitled, ‘1930 Wedding 
Ring Market Ahead of Last 
Year’s.” This is simply an- 
other evidence showing that 
the moving force behind the 
demand for most jewelers’ 
products, remains strong in 
good times and bad. As a 
basis for sales appeal it is 














ever potent. J 
4 A 


with Gimbel Bros. Later he became con- 
nected with an eastern manufacturing 
concern and represented them through- 
out the Middle West. 

George Flemming of the J. J. Som- 
mer Co. announces that he will visit 
the trade through the West to the Pacific 
Coast in addition to his Middle West 
territory. J. J. Sommer, who formerly 
covered the Pacific Coast territory, re- 
turned to the East and will devote his 
entire time at the home offices and fac- 
tory. Mr. Flemming maintains Chicago 
headquarters on the twelfth floor of the 
Heyworth Building. 

Members of the Brotherhood of 
Traveling Jewelers, gathered at the 
Palmer House recently to attend a lunch- 
eon in honor of G. H. Niemeyer, presi- 
dent of the organization, who was in Chi- 
cago at that time. There were 15 mem- 
bers present and steps were taken to 
make this an annual affair. This was 
the first meeting of the association to be 
held in Chicago. Meetings as a rule have 
always been held in the East. 


George W. Hook passed away sudden- 
ly on Jan. 25. Mr. Hook had left his 
home apparently in good health to visit 
a neighboring store, but was seized with 
a heart attack and passed away imme- 
diately. He was 85 years of age. He en- 
tered into the manufacturing jewelry 
business for himself in 1879, and con- 
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Jewelry News Flashes from the 
Great Central West 


tinued the business until Jan. 4, 1904, 
when he sold out to Graffe & Stanek, 
now located at 29 E. Madison St. Funeral 
services were held on Jan. 28, and inter- 
ment was at Graceland. 


Maurice Lipkin, who has been in busi- 
ness at 6321 Cottage Grove Ave. for the 
past 12 years, is discontinuing business at 
that address and will open his new place 
of business about March 15 on the second 
floor of the Pittsfield building. Mr. 
Lipkin has acquired very desirable space 
in the Pittsfield building, being right on 
the corner of Wabash Ave. and Washing- 
ton St. He is leaving for Europe, where 
he will visit the markets in search of new 
merchandise and will return to Chicago 
about March 10. 

The Chicago Gift Show, held at the 
Merchandise Mart, from Feb. 2 to 7 in- 
clusive, caused considerable favorable 
comment in the trade. Merchants from 
all over the country were in attendance 
at this mid-winter show. Officials of the 
organization announce that the attend- 
ance compared very favorably with that 
of last year. Many articles of gift ware 
were shown, as well as large selection of 
lamps and novelties. E. W. Steinbeck, 
is president of the organization; Ralph 
Kraetsch, secretary, and W. C. Owen, 
chairman of the board of directors. 

During the past month holdup men 
have been active in the jewelry industry. 
In each case with the exception of the 
Jewel Craft they entered the store and 
after forcing the jeweler and his clerks 
into a rear room ransacked the store and 
fled with several thousands of dollars 
worth of merchandise. Among the vic- 
tims were the Reliable Jewelry Store, of 
1214 N. Clark St.; Maurice Goldblatt, 12 
N. Cicero Ave.; Walter Heurich, 4104 
Milwaukee Ave. In the matter of the 
Jewel Craft, 55 East Washington St.,- 
their representative was held up while 
calling on the trade in the northwest side 
section. 

The Golden Roosters of Chicago will 
hold their 10th anniversary banquet 
in the old barnyard at Hotel LaSalle on 
the evening of Feb. 28—Saturday (Eman- 
cipation) night. And a great turn-out is 
anticipated. This is the one night in the 
year when non-Roosters are admitted in- 
side the barnyard gates. Present will be 
the Roosters themselves now flocking 
more than 150 strong. In addition there 
will be a goodly number of guests eager 
to get a glimpse of what far-famed 
Rooster parties are really like. Further- 
more, this year again there will be hand- 
some souvenirs—(if not for the Roosters 
themselves at least for their wives.) 
Chanticleer “Rudy” Rettig, fully con- 
scious of the importance of the 10th mile- 
stone in Rooster history, has cracked the 
whip over his wrecking crew spurring 
into unusual action even such spirited im- 
presarios as Tommy McMahon, Gus 
Weinfeld, and Charlie Brown. 
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Accuracy and clarity are the domi- 
nant factors that have made the 
V. T. F. watch glass famous for over 
two generations. From Maine to 
Texas, from the Atlantic to the 
Pacific, you have heard the same 
story “V. T. F. watch glasses are 
unequaled.’ Then there is the 
V. T. F. Mifan for wrist and bracelet 
watches, over 1400 sizes and kinds 
that fit and stay fit. Ask your 
wholesaler or the undersigned for 
the Mifan gauge... gratis. 








HAMMEL, RIGLANDER-PENNANT CORPORATION 


Exclusive Wholesale Distributors 
NEW YORK, U. S. A. 
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HOROLOGICAL QUESTIONNAIRE 











Assuming that the milling cutters 
which are to be used for our special job, have been com- 
pleted, how shall we proceed to make the bevel wheel 
pinion blank and mill teeth in same? 

Answer.—In making the bevel winding pinion blank 
we shall select a piece of Stub’s steel rod slightly larger 
in diameter than the finished pinion will be. The rod 
should be gripped in the wire chuck and turned to the 
required dimensions of the pinion which we wish to make. 
In forming the blank, the end that is to contain the 
ratchet teeth should be at the end of the rod, then the 
ratchet teeth and the epicycloidal teeth may be cut at one 
setting, which will produce the most accurate pinion with 
the least amount of work. Having marked the length of 
the blank on the rod we may proceed to make a slight 
cut with the cutting-off tool, but we do not cut the blank 
entirely off until after the teeth are milled. Then we 
may drill the hole for the stem and bore it out true and 
exactly to the proper diameter. 

Our next step will be to mount the milling cutter in 
the wheel cutting attachment and make sure that the 
profile of the cutter is set to mill out a space that will be 
radial with the center, or, in other words, to set the mill- 
ing cutters exactly “On the line of centers.” When the 
setting of the cutter has been accurately attained, then we 
may proceed to mill out the tooth spaces, with the index 
set for the required number of divisions. In milling such 
tooth spaces, it is best to make two or three light cuts, 
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rather than to make one heavy cut, as a heavy cut may 
not always produce a true pinion, where two or three 
light cuts will always produce a more accurately formed 
tooth space. 

In milling the ratchet teeth in the end of the blank, 
we may grip the small ratchet tooth milling cutter in a 
wire chuck which is to be held in the wheel cutting at- 
tachment. As this cutter traverses across the end of the 
pinion blank, we must observe due care that we do not 
cut into the opposite half of the blank. The simplest and 
safest method of avoiding this is to equip the slide rest 
with a stopscrew, which may be made and attached to 
the lower plate of the slide rest. Some slide rests are 
made with such attachments and they are very convenient 
for various jobs. With such an attachment, we may 
adjust the screw to the proper margin of safety, thereby 
eliminating any danger of cutting into the opposite side 
of the blank. 

In milling tooth spaces with the very small cutters, 
such as we are using on this job, it must be borne in mind 
that the cutter is rather fragile and due care must be 
observed to avoid any unnecessary strain on the cutter. 
Such cutters should be run at high speed and they should 
be well supplied with oil while cutting the tooth spaces. 
As in using the larger cutter, we should make-two or 
three light cuts, rather than single, large cuts. Such a 
cutter, when well made, will mill out the metal very 
rapidly and smoothly. Close examination with the glass 





186 THE JEWELERS’ CIRCULAR March, 19381 





INSIST ON THE K & D TRADE. MARK 


The Inverto 


PATENTED) 


«The Highest Achievement in Staking Tools 


The rising and falling block has been discon- 
“tinued. The new box has a sloping punch block. 
With this change the number of punches has been 
increased from 120 to 1380. The new punches 
carry the same number as some of the other 
punches with the letter A following. The punch 
block is drilled to hold 132 punches, leaving two 
holes for the convenience of the owner to place 
extra or specal punches. Ten small holes are 
drilled in front to receive the sub punches. 


It Has Double Capacity 


The Inverto Staking Tool is a radical departure from all previous 
staking tools. The advantages are many and important. Every watch- 
maker should examine it carefully. 

This tool is called “Inverto” because any of the punches may be 
inverted, passed down through the largest hole in the die and used as a 
stump. Every watchmaker will recognize this as a very great ad- 
vantage. For it is a matter of daily occurrence to need stumps not 
found even in the most complete sets. Inverto solves the problem, and 
the watchmaker now has at his disposal over 160 Stumps, including 
everything in round and flat faced stumps that can possibly had required. 

This tool has convenience, utility and quality combin 


No. 18—Inverto, 130 punches, 25 stumps, in Mahogany case. 


Price $55.00 
HAMMEL, RIGLANDER-PENNANT CORPORATION 


Exclusive Wholesale Distributors . . ..NEW YORK, U. S. A. 















| | | FRANCO AMERICAN 
PRECIOUS METALS CORPORATION 


REFINERS DEALERS 


PLATINUM 


and 


PLATINUM ALLOYS 


FOR THE TRADE 











_ General Offices: 
62 West Forty-Seventh Street, New York 
Works: Newark, N. J. 
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will enable one to determine the proper depth of cut. 

Assuming that each set of teeth have been properly 
milled then we may use the cutting-off tool and remove 
the cut pinion from the stock. 


iow shall we proceed 
to make the winding and setting clutch? 

Answer.—In making the winding and setting clutch, 
we may select a piece of Stub’s steel rod slightly larger 
in diameter than the finished piece and place it in the 
wire chuck. Then we may select a drill of the same 
diameter as the winding bar, measured across the flat 
sides. ‘The stock may be centered and drilled with this 
drill, then cut off to the length of the old pinion, allow- 
ing a slight margin #r finishing to size. 

Our next step will be to make a small punch which 
is to be used for forming the clutch. The punch may be 
made from the same size stock as our staking tool punches 
and may be used in our staking tool. The most accurate 
method of making this punch will be to turn the end of 
the stock down to the proper size to form the required 
square and just long enough to go through the winding 
and setting clutch. Then the end of the punch should 
be hardened and tempered to a light straw, placed in the 
wire chuck and accurately ground to the required dimen- 
sions. The end of the punch should also be squared off 
in order to obtain a sharp cutting edge. In using a 
punch of this type, we simply center a hole in the staking 
tool die, using a hole large enough to clear the punch, 
then place the winding and wetting clutch blank in posi- 
tion and drive the punch through the blank. As the 
blank has been previously drilled to the proper size hole, 
it is a very simple matter to drive the punch through and 
produce a square hole. In using a punch for such work 
the acting end should be slightly oiled. After driving 
the punch through the stock, the blank may stick to the 
punch, but may be easily loosened by a few light blows 
with hammer and block. This method of producing 
square holes in short pieces of stock is much more work- 
manlike than trying to file such a hole. Very few work- 
men can file a hole that will compare with the clean-cut 
hole produced by a suitable punch. 

In order to hold the blank while milling the teeth, we 
shall require a piece of rod with a square formed on the 
end, similar to our cutting punch. This is dressed square 
just the same as the punch, except that it should be a 
close fit in the square and the. piece should be left soft. 
Then the blank may be forced onto the square, which 
affords a convenient method of holding the blank. 

Our next operation will be to turn the blank to exact 
dimensions outside diameter, then turn the groove for the 
clutch spring and also the recess in the end of the blank. 
Then we may proceed with milling the ratchet teeth in 
the end of the blank, the teeth should mesh accurately 
with the teeth in the bevel winding pinion, if each set of 
teeth have been milled radial with the center. 

Then we may remove the blank from the square and 
reverse it and proceed to mill the epicycloidal teeth in 
the opposite end of the blank. 

In milling these teeth in the end of the blank, we may 
use a larger cutter and set the slide at a slight angle so 
that the cutter will clear the opposite side of the blank. 
It is not essential in this case that the teeth be milled 
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We manufacture watch 
and clock crystals of all 
thicknesses, sizes and 
shapes to your exact specifications. Clear 
glass or unbreakable composition crystals 
of fine quality that add the last touch of 
perfection to high grade watches. 


Clear, colorless crystal furnished in fin- 
ished sizes, unfinished or to specification, 
for either watches or clocks. 


Rugged, unbreakable ones, made to with- 
stand severe usage. Practical and mod- 
ern. 


Glass crystals of double thickness that are 
practically indestructible. Tinted crys- 
tals, new and attractive to meet the vogue 
for color. 


Whatever your crystal problems may be, 
we can solve them for you. Write for 
prices and full information concerning 
our remarkable service. 


Vanity Mirrors and Beveled Glasses 


of All Types in Fine (Quality 
VALLEY MEG. Co. 
INCORPORATED 


48 JEFFERSON STREET, 
WATERBURY, CONN. 
Since 1920 





regular thickness , crystal glass ;also 
in ro .k~ a double thickness in clear 
and four beautiful colors - my new 
rugged thickness sets the style and 
pace in whats new in watch crystals, 
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Watches. 


NEW BEDFORD 


BUY AMERICAN MADE 


WATCH OIL 


Nye prepares a special oil for wrist watches 


Five years of tireless experi- 
mentation have at last borne 
fruit. We are now offering 
to the jewelry trade. which 
is already familiar with the 
famous Nye’s Oil for 
Watches, Clocks and Chro- 
nometers, the perfect Brace- 
let Watch lubricant. 


| The new oil is a Porpoise 
Lx Jaw Oil product, free from 
"| gumming, creeping and oxi- 
4] dation. It lubricates efh- 


ciently under extreme tem- 


peratures—AND IN AD- 


DITION is of a LOWER VISCOSITY than our 
other oil, making it peculiarly suited to Bracelet 


ORDER from your JOBBER 


WILLIAM F. NYE. ixc. 


MASS. 
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Refining Service for 


JEWELERS 


Modern facilities enable us to 
determine the true value of 
your precious metal scrap, thus 
assuring you of the best possi- 
ble returns. Convert all your 
old jewelry, filings and sweeps 
into cash by sending them to 
us to-day. Our check will be 
sent extra promptly. 


SP YCO 


SMELTING & REFINING CO. 
55 South Third Street 
MINNEAPOLIS, MINN. 
















































































Reliable 
Gold 


Materials ...... 
Oe two outstanding claims for 


Refining Checks! 


Time and again, jewelers who 
send their precious metal scraps 
to Hoover for refining are pleas- 
antly surprised at the amount of 


the checks. 





























Established in 1844 


popularity in S. S. White Gold 
Materials are the satisfaction 
in their behavior and assur- 
ance of advertised fineness. 
All who have used our White 
Gold consider it the softest 
white gold on the market. 


S. S. White Golds and Solders 
for every purpose 


TheS.S.WHITE DENTAL MFG.CO. 


Industrial Division 
152 West 42d St. New York, N.Y. 
Member of J. B. of T. 


WE BUY SWEEPS AND WASTE MATERIALS 










Hoover refining “checks” with 
the kind of service the best jewel- 
ers like ... and insist upon. Send 
us your present accumulation 
now. 


Use Hoover White Gold Solders 
for the most intricate jewelry 
repairing. It flows freely and VA ; 
insures permanent joints. 
Send for price list of Hoover 
products. 





mletohi-] mores) ine) ale larer 
119.West Tupper St., BUFFALO, N. Y. 




















GOLDEN RULE REFINERS AND MANUFACTURERS SINCE 1912. 


























straight across the end; in fact, if they are cut at a slight 
angle, a much smoother action will be obtained in the 
finished parts. 

Assuming that the teeth have been properly milled in 
the end of the blank, then we may remove it from the 
square and try the bevel pinion and the winding and set- 
ting clutch on the stem to observe the action. If the 
work has been carefully done the teeth will mesh cor- 
rectly and also move freely on the stem. 





What Stationery! And Why Not? 
(From page 157) 


books issued by responsible concerns. Such sample books 
should be properly indexed to show stationery for formal 
and informal usage, both for women and for men, wed- 
ding announcements, visiting cards, table place cards, 
book plates, children’s stationery, etc. In addition to the 
sample book a small quantity of plain stock should be kept 
on hand for immediate delivery without engraving of 
any sort. 

Jewelers in cities of less than 100,000 in population 
can install an adequate stationery department with an 
original outlay of less than $150. A connection with a 
reliable engraver who not only gives prompt service but 
one who will furnish engraving of a quality in keeping 
with the jeweler’s own store is very essential. 

An announcement of the stationery offered by the 
jeweler should appear at the bottom of every one of his 
newspaper advertisements, such as “Our stationery-en- 
graving department is equipped to supply your every. re- 
quirement, from the birth announcement on.” What has 
proved to be most effective advertising for a social sta- 
tionery department are small sample packets, showing the 
newest ideas in address dies, monograms, etc., sent 
monthly or quarterly to all of the jeweler’s customers. 





Death of William F. Chambers 


William F. Chambers, traveling representative known 
to jewelers throughout the country, died Jan. 24 at his 
home in Mount Vernon after a brief illness. He was 71 
years old. Manager of the New York office of the P. 
& A. Linton Co. of Providence, at the time of his death, 
he was in earlier years a most active member of the trade, 
taking part in the founding of the Jewelers’ 24 Karat 
Club of New York. 

A native of New York, Mr. Chambers was born in 
September, 1859, his first position in the jewelry trade 
being as office boy with the firm of Robert Fellows, which 
later became Fellows, Holmes & Clap. Subsequently 
he traveled for the Ladd Watch Case Co., N. H. White 
& Co., and Daggett & Clap, now Harvey Clap & Co. 
In 1904 Mr. Chambers became New York manager for 
the P. & A. Linton Co. His travels were not limited 
to the United States, which he covered thoroughly, but 
extended all over Europe as well. 

He was a member of the Brotherhood of Traveling 
Jewelers, a member of the Traveling Jewelers’ Associa- 
tion, and was one of the governors of the Jewelrs’ Fra- 
ternal Association. 

Funeral was held Jan. 26 from the Burr Davis Mor- 
tuary with burial in Evergreen Cemetery, Brooklyn. 

He is survived by his widow, Minnie Z. Chambers. 
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IT Keeps Dangerous 


Polishing Dust 
Out of Your Lungs! 
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LEIMAN BROS. 


POLISHING 
DUST COLLECTOR 


Jewelers, Dentists, Metal-Workers and Artisans 
need no longer jeopardize their health by inhaling 
dangerous polishing dust. 

A clean shop is not only possible but is an actual 
fact in thousands of Leiman Bros. equipped shops 
all over the country. 

In these shops the dirt and dust which formerly 
flew into the face of the operator are now drawn 
away by the powerful suction of the Leiman Bros. 
Polishing Dust Collector. 

Valuable metal dust is also saved by this popular 
dust collector and may be easily reclaimed. Often 
this item alone pays for a Leiman Bros. Polishing 
Dust Collector. 

These machines are strongly constructed and capa- 
ble of a lifetime of: service. They combine both the 
wet and dry system of dust collecting. 

They operate noiselessly and are especially adapted 
for office buildings, stores, offices, homes—or wher- 
ever a noisy machine would not be tolerated. 

Write today for complete information and price. 


LEIMAN BROS. Inc. 
151 Christie St., Newark, N. J. 


New York Corporation: 23 Walker Street 
MAKERS ..OF ..GOOD .. MACHINERY ..FOR..40 YEARS 
Foreign Export Inquiries Solicited 
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It pays Jewelers to sell Sweeps to us 


because we give BETTER RETURNS 





& SANDERS 


SWEEP SMELTERS. 


BIRMINGHAM, ENG. 
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OF 
Precious 


Metals 
Gold, Silver 


AND ~ 
Platinum 





IN PLATE and WIRE 


T.B. 
HAGSTOZ 
and SON 


709 Sansom St. 
PHILADELPHIA, PA. 
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> REPAIRING < 


MESH BAGS, LEATHER BAGS 
BEAD BAGS, FANCY BAGS 


HINGES, TASSELS, MIRRORS, FRAMES, LININGS, 
SNAPS, ETC. 


> PLATING < 


GOLD—SILVER—PLATINUM 
CHROMIUM 
Baby Shoes Metalized 
Operating one of the largest shops in the middle west. 
Specializing in repairing and plating of jewelry, silver- 
ware, bags and art metalware enables us to guarantee 
the immediate and perfect execution of your work. A 
quarter century of successful experience aided by the 
latest complete mechanical equipment assures low cost, 
dependable service and your entire satisfaction with 
each job. 


> SILVERWARE < 


REPAIRED, POLISHED, PLATED, LACQUERED 


SWARTZ & CO. 


THE SILVERSMITHS BLDG. 


10 S. WABASH AVE., CHICAGO 
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WORKSIEFOP WOES & QUWIEIRITES 





, 2 Ohidisinn Gold. 
Will you please advise us how and what to use in 
“oxidizing” or darkening gold. We want to give the 
effect on gold that liver of sulphur gives to silver. 


L. Optical Co. 


Answer.—The most permanent preparation that you 
can use for your oxidizing of white and colored golds is 
the platinum chloride solution. ‘This solution consists of 
alcohol—1 pt., platinum chloride—1 oz., water—1 qt., 
but you can make any quantity to these proportions. The 
platinum chloride can be easily prepared by rolling pure 
platinum very thin, dissolving in aqua regia until you 
have a clear solution. Then evaporate to a thick syrup. 





Platinum chloride usually contains 63 per cent platinum 
metal, so you can figure out the amount of platinum re- 
quired. To use this platinum on your white gold articles 
you simply apply some of this solution to the article and 
heat it up to about 250 deg. Fahr., until it is fairly dry 
and hard. Two applications may be necessary to get the 
desired finish. After the finish is obtained then the work 
can be relieved in the same manner as rose gold; that is, 
with moist soda. If you do not care to bother with plati- 
num chloride solution you can make up a much cheaper 
preparation with plati-nig. This solution consists of dis- 
tilled water—6 oz., CP Hydrochloric acid—4 oz., plati- 
nig—l1l oz. Prepare the plati-nig solution, place the acid 
and water in a beaker and heat to 200 deg. Fahr. Then 
stir in the plati-nig with a glass stirring rod until it is 
completely dissolved. The method for using this is 
practically the same as platinum chloride. Plati-nig 
solution would be heated to 180 deg. Fahr., then applied 
with a pencil brush to the surface of the articles you wish 
to oxidize. The black finish will not result in the first 
application so the articles should be laid upon the hot 
plate for a few moments and given a second and possibly 
a third application. ‘This produces a splendid black and 
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is just as permanent. ‘The articles should be washed in 
clean water as soon as they are cooled and then relieved 
in the same manner as we use for platinum chloride. 


2 2 a coloring articles made 
of two or more colors of gold, what is the most successful 
way to cover the parts that we do not wish to finish 
Roman, or whatever the color may be? For example, a 
ring of yellow gold with a white gold, enameled top and 
yellow gold emblem; the shank to be Roman finish, the 
border polished white gold and the emblem yellow. 


We have tried lacquer and shellac, but the results have 
not been favorable as we use a hot cyanide solution. 


L. & Co. 


Answer.—Asphalt paint is the best material to use for 
a “‘stop-off.” This is the ordinary asphalt paint or var- 
nish of commerce and should be obtained from any paint 
store. When dry, or nearly dry, it will resist the action 
of hot or cold cyanide solutions, and is easily applied and 
removed from your articles. If the varnish seems a bit 
too thick, it may be thinned with turpentine or benzine, 





and, of course, may be removed with the same liquids 
after your job is finished. 

All you need to do is to thin it to suitable consistency 
to apply with a brush, then paint the parts of the article 
that you wish to protect. The asphalt varnish dries 
quickly, although it is unnecessary to. dry it hard for 
plating as it forms a protective coating even if it is still 
“tacky.” In fact, it is really better to use it while “tacky,” 
as the varnish may be more easily removed when in the 
condition. If the finished job is allowed to remain in 
turpentine or benzine for a short time, it may readily be 
washed off with a soft brush, and with no risk of injuring 


the gold finish. 
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Special Notices. 
Payable invariably in advance. : 
Rates under all headings except 

“Situations wanted” $1.50 for first 25 
words. Additional words, 5c. a . 

SITUATIONS WANTED 75c. for 
—_ 25 words. Additional words 5c. a 
word. 

Heavy type, $3.00 for first 25 words. 
Additional words, 10c. a word. 

Name, address, initials and abbrevi- 
ations count as words, and are charged 
for as part of the advertisement. 

If answers are to be forwarded, 15c. 
extra to cover postage must be en- 


closed. 
Advertising matter addressed to 
Classified advertisers will not be de- 


livered. 

Advertisers who are not subscribers 
should send 25c. if they desire a copy 
of the paper containing their adver- 
tisement. 

Special notice forms close 10th of 
month. 


Unless the advertiser instructs us to 
publish his name and address, all answers 
will be directed care The Jewelers’ 
Circular. 


In answering ads, do not enclose origi- 
nal letters of recommendations, send 
duplicates. 

To avoid unnecessary correspondence 
mention your location in the advertise- 
ment. 


Jewelers Publishing Corporation 
Main Office, 239 W. 39th St., N. Y. 





Situations Wanted. 
Under this heading, 75c. for first 
25 words, Sc. for each additional 
word; minimum charge, 75c. 





IF YOU ARE IN NEED of a watchmaker, 
jeweler or optician, write to Henry 
Paulson & Co., So. Wabash Ave., 
Chicago, Ill. 


STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished, no _ charge. 
Fulton Agency, 93 Nassau St., Cort 
1392, New York. 


YOUNG MAN, just out watchmaking 
school, hard worker, desires steady posi- 
tion; will start for $15 per week. Ad- 
dress “X., 4951,” care Jewelers’ Circular. 


YOUNG MAN, 24, expert at selecting and 
assorting calibre and fancy shape dia- 
monds; excellent references. Address 
“E., 4986,” care Jewelers’ Circular. 











WATCHMAKER AND JEW. 12 
years’ experience; own tools; best of 
references. Address “‘E.K., 5203,’’ care 
Jewelers’ Circular. 


A POSITION AS WATCHMAKER and 
willing to assist with clock work and 
selling; references furnished. Address 
“C., 5204,’’ care Jewelers’ Circular. 


SALESLADY, thoroughly experienced in 
jewelry business, also at watch and 
jewelry repair desk. Address ‘“‘P., 5236,” 
care Jewelers’ Circular. 


YOUNG MAN with a large following 
wishes position in retail or catalog 
house; best of references. Address “J., 
5262,” care Jewelers’ Circular. 


ENGRAVER ‘desires permanent position ; 
married; Protestant; will furnish sam- 
ples and references upon request. Ad- 
dress “D., 5255,” care Jewelers’ Circular, 


ENGRAVER, JEWELER and_  watch- 
maker, wants. steady position; good 
references. Address “X., 5304,’ care 
Jewelers’ Circular. 

















STENOGRAPHER, five years’ experi- 
ence, diamond importing; salary $28; 
conscientious worker; references. Ad- 
Gross “D., 5211,’ care Jewelers’ Circu- 
ar. 


YOUNG LADY, several years’ experi- 
ence, desires position in the wholesale 
line; capable of taking care of stock, 
order department, etc. Address “J., 
5225,” care Jewelers’ Circular. 


FIRST CLASS diamond setter, platinum 
or white gold, desires position or work 
from reliable concerns; reliable, trust- 
worthy; highest reference. Address 
“F., 5207,” care Jewelers’ Circular. 


RETAIL SALESMAN, 28, single,’ cash or 
credit experience, in all its branches; 
A-1 reference; I am in position to make 
my home anywhere. Address “F., 
5193,” care Jewelers’ Circular. 


WATCHMAKER, first class on all makes 
Swiss and American, desires position; 
$45 a week to start; last position seven 
years in one place. Address “D., 5196,” 
care Jewelers’ Circular. 

















WATCHMAKER, 32, capable close tim- 
ing, wants permanent situation; good 
estimator. Address “E., 5269,” care 
Jewelers’ Circular. 


REPAIR, ORDER AND SHIPPING clerk 
young lady, three years in charge o 
this work; best references. Address 
“M., 5276,’’ care Jewelers’ Circular. 


SALESMAN, retail, Christian, 31 years of 
age, 14 years’ experience catering to 
the better class of trade. Address “B., 
5265,” care Jewelers’ Circular. 


CLOCK AND JEWELRY REPAIRER, 
can wait on trade, trim windows, assist 
on watches, etc. Address G. W. Marvin, 
51 So. Main St., St. Albans, Vt. 


GERMAN WATCHMAKER, first class on 
all work, good reference, wants work 
in New York City. Anton Hopper, 836 
Crescent St., Astoria, L. L, N. Y. 


BOOKKEEPER, CORRESPONDENT, 
thoroughly capable; unquestionable 
ability ; willing worker; best references. 
Address “E., 4987," care Jewelers’ 
Circular. : 


DESIGNER FOR ALL KINDS, especially 
expensive jewelry; also modeling and 
do some benchwork; best references. 




















EXPERIENCED watch repairer and 
salesman, desires permanent position 
only; best of reference as to stability 
and character. Wire or write. V. Vick, 
Columbus, Ga. 


WATCHMAKER, good on railroad watches 
and all makes and sizes, Swiss and 
American watches; also all kinds o 
clock repairing. Address ‘“‘S., 5240,” 
care Jewelers’ Circular. 


DESIGNER OF PEARLS and head of 
order and repair department, lady with 
ten years’ experience, wishes position 
with jeweler or pearl house. Address 
“E., 5250,’ care Jewelers’ Circular. 











STENOGRAPHER, also Monitor switch- 
board operator, young lady, past 8% 
years with late Henry Bodenheimer. 
Myra M. Mich, 565 West 162nd St., 
New York. Billings 2997. 





SITUATION WANTED by an all-round 
jeweler; 25 years at bench; in Iowa, 
Nebraska, Wisconsin; married; salary 
reasonable. Carl De Ford, 4429 Fair- 
mount St., Kansas City, Mo. 





EXPERT watch and clockmaker, jeweler, 
diamond setter and able to do some 
engraving: 20 years of experience: rea- 





Address “G., 5018,” care Jewelers’ sonable salary. M. Rojas, 212 W. 
Circular. 114th St., New York. 
WATCHMAKER, first class, desires 


steady position; married; 20 years’ ex- 
perience; own tools; good references. 
we om 332 E. 14th St., New 
ork. 


DIAMOND SETTER, SALESMAN, for re- 
tail jewelry store; best recommenda- 
tions; good appearance; go anywhere. 
Address “Z., 5192,” care Jewelers’ 
Circular. 








JEWELER WANTS POSITION ; 30 years’ 
experience; expert on watch-case re- 
pairs; store or factory, New York or 
out of town. Address “K., 5164,” care 
Jewelers’ Circular. 





WATCHMAKER, accustomed to finest 
work; sales ability; desires immediate 
connection. Address “J., 4992,” care 
Jewelers’ Circular. 


SALESMAN, 15 years’ experience in elock 
line; following in New England and 
New York state; best reference. Ad- 
dress “R., 4889,” care Jewelers’ Cir- 
cular. 








WATCHMAKER, ENGRAVER, diamond 
setter, wants position; 15 years’ experi- 
ence. K. T. Gatliff, 709 N, Olive St., 
Pittsburg, Kansas. 





FIRST CLASS jewelry jobber, stone set- 
ter and engraver; 20 years’ experience 
best references. Address “Q., 5180, 
care Jewelers’ Circular. 


’ 
” 





PLATER, 15 years’ thorough experience ; 
understands all solutions and finishes; 
can also polish and lacquer. Address 
“L., 5165,” care Jewelers’ Circular. 





EXPERT POLISHER and lapper, desires 
part-time work or steady job. Ad- 
— “A., 5201,” care Jewelers’ Circu- 
ar. 





SALESMAN, live wire, wishes snappy 
line of better novelty costume or pearl 
jewelry; Boston and New England 
States. G. Knapp, Room 604, 77 Sum- 
mer St., Boston, Mass. 





WATCHMAKER DESIRES POSITION 
within 1000 miles of Boston; reasonable 
wage; references; 35 years old and of 
good appearance. Address “K., 5172,” 
care Jewelers’ Circular. 





SWISS-AMERICAN WATCHMAKER, age 
32, 16 years’ experience on all makes, 
desires position in New York City or 
vicinity ; excellent references. Address 
“N., 5167,” care Jewelers’ Circular. 





WATCHMAKER AND JEWELER, age 
23, school-graduate, five years’ experi- 
ence; Georgia, Alabama, Florida pre- 
ferred; personal visit if desired. Joe 
Cranford, Plains, Ga. 


SUPER-SALESMAN, ten years’ Eastern 
traveling experience; own Fifth Avenue 
office; well acquainted jobbers, depart- 
ment stores and premium _ buyers. 
a 4666,” care Jewelers’ Cir- 
cular. 








FIRST CLASS WATCHMAKER, A-1 
mechanic, 20 years of experience, desires 
permanent position New York or vicini- 
ty. Address “C., 5254,” care Jewelers’ 
Circular. 





POSITION WANTED by watch, clock, 
jewelry repairer, plain engraver, with 
option to invest; 20 years’ experience; 
A-1 reference. Address “F., 5256,’ care 
Jewelers’ Circular. 





YOUNG MAN, 31, 15 years’ experience, 
cutting, buying and selling diamonds 
(wholesale), desires employment estab- 
lished reputable firm. Address “H., 
5260,’ care Jewelers’ Circular. 





A-1 WATCHMAKER, ENGRAVER, 15 
years’ experience; married; own tools; 
ordinary jewelry and clock repairs. 
W. P. Henderson, P. O. Box 174, 
Thomaston, Ga. 





YOUNG MAN, 23, desires position in re- 
tail jewelry store in New York City; 
five years’ experience; best references. 
—— “K., 5309,” care Jewelers’ Cir- 
cular. 





MATERIAL MAN, fully experienced, de- 
sires inside position; American, age 34, 
married; will go anywhere. Address 
ab B.,” 4715 Harley Ave., Fort Worth, 

exas. 





FIRST CLASS WATCHMAKER, 18 years’ 
experience, A-l1 workman, age 35, sin- 
gle, desires position with reliable jewel- 
er; references, Address “A., 5264,” 
care Jewelers’ Circular. 





FIRST CLASS watchmaker, engraver and 
plain jeweler; 25 years’ experience; 
will refuse no reasonable offer; best of 
reference. “Watchmaker,” 3514 41st 
St., N., Inglenook, Birmingham, Ala. 
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tion to the jeweler’s problems makes it fitting 
that J.R. Wood should lead, now, in effective 


modern cooperation. 


J.R.WOOD&SONS, Inc. 


: Makers of Fine Rings Since 1850 


MAIN OFFICE AND FACTORY: 1325 Atlantic Ave., Brooklyn, N.Y. 


NEW YORK: 15 Maiden Lane 
CHICAGO: 29 E. Madison Street 
AMSTERDAM: Sarphatistraat 47/55 


PARIS: 48 Rue Lafayette 


WOOD 
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EVIDENCE 


THAT PALLADIUM CANNOT TARNISH 
After 60 Years This Medal Stays Bright 




















jewelry is called upon to meet is dramatically shown in Sir William 
Pope’s paper describing Thomas Graham’s experiments with palladium 
in 1869. This paper was published in Chemistry & Industry, a scientific 
journal, in its edition of August 1, 1930. We quote a portion of it: 
“He (Graham) caused small medals to be struck of palladium .. . in 
1869, whilst he was Master of the Mint; ... a friend in Paris showed me 
one of these medals and more recently another friend gave me one 
which he had just purchased with its original velvet-lined case . . . The 
metal is lustrous, silver-white and untarnished.” Think of it; unchanged 
in color after lying forgotten for 60 years. Can you ask more of any 
metal? 


UJ NDENIABLE proof that palladium cannot tarnish under any conditions 


For jewelry, palladium is second only to platinum and platinum-irid- 
ium. When you promise a customer that palladium will keep its color, 
you are not basing your statement upon the say-so of any interested man- 
ufacturer. You are stating a scientific fact and any authoritative work 
on metallurgy will back you up. Of no white gold can this be said. 


Palladium works much more easily than white gold. It does not injure 
tools. In stone setting, beads can be raised just as with platinum. The 
danger of chipping the gems is greatly reduced. It holds 
jewels firmly and securely and its brilliant lustre brings 
out all the glow and sparkle they contain. 


Yet, in price, palladium jewelry costs no more, piece for 
piece, than 18K white gold. Let us send you our booklet, 
Palladium, which goes into details. 





@ ® © 


BAKER & CO., INC. 


54 Austin Street, Newark, N. J. 


60 YEARS AFTER 


From 1869 to 1930 this 
palladium medal lay 
neglected and forgotten. 
Rediscovered, it was still 
“lustrous, silver-white 
and untarnished.” 


Reproduced by courtesy 
of Chemistry & 
Industry. 


30 Church Street 55 E. Washington Street 760 Market Street 
New York Chicago San Francisco 
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x [+ is the jeweler’s business 


to inform his customer of the so-called tricks 
that have crept into the trade and the mean- 
ingless marks that are used... that safety 
lies only in the purchase of articles that bear 
a quality mark, especially if that mark is 
accompanied by the trade mark or trade 
name of a reputable concern.” 


— Quoted from C. E. Bosworth 
in the Jewelers’ Circular, 
February, 1931 


Star Cases are always stamped with our name. 


STAR 
WATCH CASE CO. 


LUDINGTON, MICHIGAN 


NEW YORK OFFICE -. 20 WEST 47TH ST. 
CHICAGO OFFICE - 35 £. WACKER DRIVE 
SAN FRANCISCO OFFICE - 704 MARKET ST. 
CINCINNATI OFFICE - 31 EAST FOURTH ST 


meminen Sears inet ast» Ira 


78 
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ASTREE 


I tiny transition to modern spirit 
is achieved with unparalleled 
eclat. Herein the opaque and the 
translucent enamel have been 
blended with consummate skill. In 
rose, blue, green, mauve, yellcw, 
or grey. 
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Made Exclusively by 











Wr. VICTOR A. PICARD & CO 

in ‘i Incorporated 

Ra? 7 West Forty-Fifth St. 
New York 
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HAND «- CARVED - CHASED - AND - ENGRAVED 


acts to be 


Following the ancient custom . . . folks are 
still getting married and wedding rings are 
being sold. How large a share of these sales 
are you getting? 





























In buying your stock of wedding rings do you 
consider who is in back of the product... 


the styles of the rings . . . craftsmanship 
... the price and resale values? These are =yenres 

° > = IE OS) ; . aoe 
most important factors. OEALE TE +o ene 


Bristol has been manufacturing Wedding Rings 
for years and knows the finer points of the 
trade. Each style has an individual distinctive- 
ness that can be attained only thru expert 
hand-carving and chasing. Modern and spe- 
cialized methods of production and volume 
sales enable us to market these rings at 
moderate prices. The styles and designs are 
many and varied, making selection easy . . . 
in fact your customer cannot hesitate, as 
these rings fill the most exacting demands of 
the extremely choosy. Yet our moderate 
prices allow you a greater margin of profit 
and assure you a satisfied customer. 


Order a selection of these bands and convince 
yourself that the above statements are facts, 
not fiction. Resale Price Tags on all Rings 


@ WHOLESALERS—GET IN TOUCH WITH NEAREST REPRESENTATIVE 





REPRESENTED IN THESE TERRITORIES 





NEW YORK CITY ...... ee CLERC LS POE NIS OREN Ea wen CON A. H. DISBROW, 9-11 MAIDEN LANE 
ED U's 'ehs x's:e a: Waa ote + ee ean ease eee S. C. STEINMANN, EASTERN STATES 
oni 5 a inna heehee ued aca E. M. BOND, 39 EAST MADISON STREET, CHICAGO 


PACIFIC COAST ...... ALFRED H. BULLION CO., INC., 717 MARKET ST., SAN FRANCISCO, CAL. 
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WEDDING - RINGS - MODERATELY - PRICED 


considered 


A—This ring has rounded walls to prevent chaf- 
ing of finger and is extremely popular with the 
younger folks. Made in two weights and three 
widths, 2 m/m, 2% m/m and 3 m/m. This 
rounded ring can be had in any of the four dis- 
tinctive hand-carved designs illustrated. Sup- 
plied in 18 K. White Gold or Platinum. 


B—The domed and tapered pattern with the 
hand-carved flower and leaf design is modern in 
every way, yet retains the quaint sentiment at- 
tached to the wedding ring of yore. Made in 
the four designs shown, in four widths, 2 m/m, 
2% m/m, 2% m/m and 3 m/m. Two widths 
for men, 3/2 m/m and 4 m/m. 18 K. White Gold 
or Platinum. 


C—The third pattern is the low and wide ring. 
This design is simpler than the others, but can 
also be had in any of the designs illustrated. 
Made in three weights, light, medium and heavy 
and in three widths, 2 m/m, 2’2m/m and 3 m/m 
and 32 m/m and 4m/m for men. 18 K. White 
Gold or Platinum. 


D—The fourth which is also low and wide is ex- 
pertly hand-carved and chased with a beautiful 
bud design. This ring is made in all the other 
designs as well. Supplied in three popular weights, 
light, medium and heavy. In three widths, 2 
m/m, 22 m/m and 3 m/m and two widths, 
3% m/m and 4 m/m for men. 18 K. White 
Gold or Platinum. 


OR DER 


SELECTION 


a YOUR 
WHOLESALER 


NOW 





BRISTOL 


SEAMLESS RING CO. 


MAIN OFFICE AND FACTORY 
123 LIBERTY ST., NEW YORK, N. Y. 
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For [9-31 


We Present to Ronson Dealers 


We offer to Ronson dealers in 1931 an altogether new and 
sreatly increased advertising campaign ...the largest, most 
powerful and most resultful of any Ronson campaign to date. 


Reduce your stock ...increase your turnover. Concentrate 
on Ronson, the one nationally advertised, properly merchan- 


dised line of Lighters, Perfu-Mists and Art Metal Goods. 
See Your Jobber or Write Us Now for Detailed Information 


ART METAL WORKS, Inc., Aronson Square, Newark, N. J. 


In Canada: Dominion Art Metal Works, Limited, 64 Princess Street, Toronto, Ontario 


THE “A FLIP 
—and 

WORLD'S ie’s Lit! 

GREATEST — 


it’s out!” 





LIGHTER 
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I—-PRODUCTS MORE PERFECT THAN EVER! 

2— ADVERTISING MORE POWERFUL THAN EVER! 

3—-and NEW INCENTIVES TO LOYAL DISTRIBUTORS! 
Ronson is always alert to the welfare of its dealers .. . 


always seeking new ways and means to help you sell more 
and make more on Ronson Products. 


As one of our major contributions to the welfare of Ronson 
dealers in 1931. we are extending new incentives on Ronson 
Lighters and Perfu-Mists. 


See Your Jobber or Write Us Now for Detailed Information 
ART METAL WORKS, Inc., Aronson Square, Newark, N. J. 


In Canada: Dominion Art Metal Works, Limited, 64 Princess Street, Toronto, Ontario 


; e N S e N THE ONLY 


PERFECT 
Presto... 


PERFUME!” fp, J ft M 1s / PERFUME 


SPRAY 





Trade Mark Reg. Fully Patented, Other Pats, Pending. 
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= Ano More Reasons Why 
“S & C” Bracelets are Sold. 


All gold filled buckles are hand engine- 
turned. 
All gold filled links are made of Seamless 
Wire. And all “S&C” Bracélets show 
a certain distinctive quality gained only 
by years of experience in the making of 
better jewelry. 


SMITH G" CROSBY 


ATTLEBORO, MASS. 


H. C. de LOISELLE JACK A. ROTH 
3 Maiden lane berate S & G aeireetige ae W. Fifth: Street 
New York City ‘ REGISTERED Los Angeles, Cal. 








March, 


CROSBY 








1931 
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Onyx Pendants— 
Crystal Pendants— 


The average salesman in a retail jewelry store 
usually follows the line of least resistance when 
selling to a discriminating customer—and so he 
suggests a Kohn & Co. design. 
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IRIDIUM PLATINUM 
RINGS 


WATCH CASES 
FLEXIBLE BRACELETS 
WATCH CASE ATTACHMENTS 
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INVARIABLY EXACT 
TO THE SECONE, 


For over forty years, Mr. Charles G. 
Thayer, veteran conductor on the D. & H. 
Railroad, has been on time with his Longines 
watch. After having the timepiece checked 
daily by official railroad watch inspectors, 
Mr. Thayer wrote us: “My watch has not 
varied a second for many months, a per- 
formance which I have not seen equalled by 
any other make.” 


Longines’ accuracy is well-known in every 
field requiring exceptionally superior time- 
keeping performance: in aviation, in the 
U. S. Army and Navy and other govern- 
mental departments, among scientists, in the 
medical profession, among business men and 
women and women of fashion. 





Longines watches for every purpose and 
every person are a necessity in the stock of 
every “leading jeweler.” Is your stock in 
Longines watches complete? Write for new 
catalog and illustrated booklet. 








10 
GRAND 


26 
PRIZES MEDALS 


the observatory watch 


A. WITTNAUER CO. 


402-404 FIFTH AVENUE NEW YORK 
CHICAGO ... MONTREAL... GENEVA 
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‘OR MORE THAN FOUR DECADES 
EACH TIME SPRING HAS APPEARED IN THE 
‘CYCLE OF SEASONS, NEW PRESENTATIONS OF 
TAVANNES WATCHES HAVE BEEN OFFERED TO 

_ ‘THE JEWELERS OF THE WORLD. § IN AMERICA, 

_ THE 1931 PRESENTATION—EMBODYING SMART __ 

ORIGINAL DESIGNS. BY KREISLER — ACCENTU- es 

ATES ‘THOSE QUALITIES OF ACCURACY AND 
BEAUTY THAT, HAVE MADE TAVANNES ‘THE 











TAWV ANN ES OE AMERICA| 
EDWARD L. STERN & BROTHER a 


305 EAST 47th STREET 
NEW YORK 
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RINGS 
MOUNTINGS 
WEDDING RINGS 
BRACELETS 
PENDANTS 
BROOCHES 
DIAMONDS 





. 
—by YW rogan 


. . . the Symbol of 
Outstanding Value 










(Meet .. 
MR. BROGAN 
ARTIST™— 
CRAFTSMAN ~ 
LEADER 















fF 
. Lhe years of apprenticeship and hard 
work, Mr. Brogan began manufacturing in 1908. 
From a two man shop his plant has grown until 
today Brogan rings and mountings are known from 
coast to coast. They offer you twice as many styles 
as any other line, with prices ranging from $5.00 
to $800.00, and yet every item bears the unmistak- 


able air of refinement which marks Brogan quality. 


BYARD * F* BROGAN 


805 SANSOM STREET * PHILADELPHIA 


Chicago Office ...... PITTSFIELD BUILDING 
. 140 GEARY STREET 






San Francisco Office . . 
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that can be accorded to any make of sterling silverware is that it is made 
from 












Handy & Harman 
Sterling 


= largest and oldest silversmiths know 
this—And they know, too, that Handy & Harman Sterling 
is dependably workable and free from structural or 
metallurgical defects. 


It is a simple matter to make an alloy that can be called 
Sterling. But it has taken years of specialized study and 
experience to regularly produce metal that will work just 
right through all of the many silversmithing operations 
and turn out finished articles worthy of the name 
“Sterling.” 





HANDY & HARMAN 











HANDY & HARMAN 


Executive Offices—57 William St., New York City 


Service Plants: 
Principal Plant: 425 Richmond St. 


Bridgeport, Conn. Providence, R. I. 
Fulton & Gold Sts. 
New York City 
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nik newest mode 





Stone ea and Emblem Kings, | (ay 
selling F FR /* items that ia 
customers, il 

There will be shown in 
new Fall Line an entirely new i 
We are convinced that it will be one 

















INQUIRE OF YOUR WHOLESALER 


SHIMAN MFG. CO, 





FACTORY: 113-119 ASTOR ST., NEWARK 








& Gold Jewelry of unusual calibre designed for the 
To discriminating but thrifty shopper a MU 


0,4 Brooches Bracelets and nda 
J [rystal or Unyx, Flexible Watch, or Loose-Link Dracelets ae 
Lameos, Knives, Losses, Buckles, Buttons Emblems. Men's Ma A . 
2 multi tue ot fast 









will p please your 


the Fe 








NEW YORK OFFICE: 15 MAIDEN LANE 


tem. | 


of the most 


popular duplicating numbers for the coming season. 


Jewelers have identified ES-EM-UD Gold Jewelry 
with style and high quality for twent 'y-five years, 





INC. 
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You Need Some 


originated by 
a 
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thing New to Catch 1931 Dollars 


HE 1931 creations by Lewitt are absolutely original, absolutely 
different, absolutely irresistible. Their smart, modern lines make 
a slim movement seem even more slim. They look beautiful in 

















the window, stunning on a customer's wrist 


Originations by Lewitt will help you catch 1931 dollars because they 
make old wrist watches “feel” out-of-date. A woman's eye just 
naturally stops when she sees these unusual creations. And you 
know that when you start her ‘“‘eyeing,”” you soon have her buying 
Frankly we have not illustrated many of our most recent designs 
We want to keep their freshness and to prevent imitations. If 
you wish to see how lovely a 1931 wrist watch can be, ask your 
jobber to show you creations by Lewitt. !f he cannot supply 
you, write us. 


Wrist watch cases in gold—and for diamonds in iridium 
platinum or in 18 kt. gold and platinum top. L. LEWITT 
& CO., Inc., 240 West 40th Street, New York City 
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BROTHERS 


The Baguette 
Watch 


SMART... 


... women 
everywhere 

are selecting 
Davidson Brothers’ 
Baguette Watches for 

all occasions. There is a 

large variety of beautiful de- 
signs—simple models for street 


wear, attractively jeweled ones for 
afternoon, and splendid creations for 

evening, exquisitely set with fancy cut 
diamonds. Every Davidson Brothers Baguette 
Watch offers fine craftsmanship and excep- 
tional value. 


We welcome the opportunity 
to serve you on 
“Memorandum Call” 


1910-1931 


Twenty-one Years 
of Progress ..... 
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MOST POPULAR - - 


among the season’s favorites is 

the Combination Clip Pin and Brooch 
as created by Davidson Brothers. 
Useful as well as decorative, 
the Clip Pin lends a charm- 

ing accent to every cos- 

tume. 










he 
Bracelet 


PIONEERS 


| in the manufacture 

of Diamond Bracelets—David- 

son Brothers offer you an exten- 

sive variety for 1931. Their delicate 

grace and faultless workmanship rec- 
ommend them immediately to discrim- 
inating buyers, and their unusual designs 
lead the vogue for smart jewelry. 

















actdson 


secotftfegyweee#®s 





71 Nassau Street 
Cortland 7-3046, 7-3082 


580 Fifth Avenue , oarcas 


Bryant 9-1724 ef DIAMONDS 





NEW YORK 


PARIS—12 Rue de la Victoire : - ° e . - : . ANTWERP—76 Rue du Pelican 
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SEMI-PRECIOUS 
STONE JEWELRY—Conceived 
by the ‘‘Creators-of-the- 
Unusual-as-Usual”—Attracts 
the Eye of Every Fashionable Patron. 


Walter Lampl 


Semi-Precious Stone Jewelry— Gold and Platinum Chains 


20 WEST 47th STREET, NEW YORK 
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C), land—on sea— (& 


ships and planes shatter 
yesterday’s records. . . new split- © 


second schedules quicken indus- 


in the air—men, motors, 








try’s production...the modern tempo. 
everywhere clips precious moments 
from old reckonings to meet today’s 


demand for ever-increasing SPEED! 







...In science, in sport, in industry, 


Guinand and Gallet Timers measure 
Time’s tiniest divisions with inflexible 


accuracy. For many years, Guinand 


andGallet Timers have been acknow!- 
edged as standard equipment in 


all fields where absolute precision 


6) is of overwhelming importance. 


2 
Write us for facts regarding the virgin 
million dollar market for the sale of 


Timers through the jewelry store. 


f ‘ 
a5 JULES RACINE 


AND COMPANY 


é 20 W. 47th ST. 
NEW YORK 
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The WORKMANSHIP 
BESPEAKS 
THE QUALITY 


~e-... and the.quality 
belies the price! 

















Soldered onto our "Borst. 
ner's 1/10 -14 Kt. Gold! 


Filled” chains is a special: " R 
itAk woieoaadalih the] Examine carefully a Forstner Chain as though you were 
: 4 


name and description of going to buy it for your personal use. Note the delicate work- 
ofthechains’ quality.Look manship, the expensive appearance. 
for this link. It is your pro- ' ; ; 

Yet Forstner chains retail at but one to five dollars, for 


| tection. Our other quality, 

‘chains bear their quality they are made in gold filled, gold electroplate and “Numium” 
marks on their swivels. (platinum finish) qualities. 

dur other qualities are: : 

“Union” 1/20-12 Kt. G. F.; Excellent workmanship, perfect finish and low price.... 
PWsF" 1/4012 Kt G. F.; what combination could betoken finer sales! 

a . “ fi fi i i : 

renee: prognve fos) Have your wholesaler show you these chains in a full range 


ish; “Radio” special elec- | 
s | of patterns and styles. Sold through wholesalers only. 













FORSTNER CHAINS 





FORSTNER CHAIN CORPORATION, IRVINGTON, NEW JERSEY 
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WEDDING 


SEGMENTAL 


RINGS 


PATENTED BY GRANAT 
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The Granat Patent applies to all wedding rings 
of this type regardless of design 


baa immense popularity of this 


newly created Granat wedding ring 
has resulted in attempts of certain 
manufacturers to modify the form of 
the design and thus endeavor to avoid 


infringements. 


The trade is asked to note that the 
claim of the Granat patent No. 1792422 
gives Granat the right to exclude all 
others from the making, using or sell- 
ing of rings embodying the segmental 


construction. 


Changes in design do not evade the 
responsibility of infringement of this 
mechanical patent and any attempt to 
copy the form of this new ring will be 
promptly and vigorously prosecuted. 


Wholesalers and retailers, unaware of 
these facts, who in good faith may have 
innocently purchased and offered for 
sale rings of this type, are now advised 
that such action, under the law, renders 
them equally responsible for infringe- 


ment and subject to penalty. 


°GRANAT? 


MANUFACTURING COMPANY 
SAN FRANCISCO 


d 
4 
ya SFYLIS TS IN WEDDING AN D ENGAGEMENT RINGS 


Ay{ 
\ 
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THERE’S A UNIVERSAL TREND 
TO THE STYLES OF THE PAST 


which is selling Genuine Antique English silver in amazing 
quantities. Women who desire to embellish their homes 
with genuine old silver go to the high grade jeweler as the 
natural source. Even a small display will attract discrimi- 














Old Sheffield Candelabra made about 1790 
by Mathew Boulton 


Excellent and authentic 
reproductions of old 
masterpieces in English 
Hall-Marked Sterling 
Silver sell with great 
ease and profit. The 
true spirit of the old 
masterpieces is superb- 
ly re-created in these 














nating customers and increase 
your prestige. Stock a few rep- 
resentative items, or send your 
prospects to our showroom and 
receive full commission when 
the sale is completed. 


Maurice Freeman 


INC. 


534 Madison Avenue, New York 
and 


Charterhouse Bldgs., London, E. C. 














Reproduction in English hall-marked silver of a Queen Anne Tea Service 
made about the year 1710. 


beautiful pieces. Let us supply you with samples of our 
line, or send your prospects to our showrooms for wider 


choice, with full credit to you. 


ADIE SILVER CORP. 


534 Madison Avenue, New York City 


and Atlas Works, Birmingham, England 
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Through two cen- 

turies marking the 

standard quality of 
fine watches. 


THE WATCH OF 
SUPREME QUALITY 





See Ok OS A Cans +>——_$——10 S20)» 





Uallette 


THE WATCH OF Sole Agents 
THE MOMENT HENRY FREUND & BRO. 


Combines perfection of 
workmanship and style 20 WEST 47TH ST. NEW YORK CITY 


with moderate cost. 
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JOHNSON, MATTHEY & CO. | 


INCORPORATED 


offer with the opening of the 


Spring Season 





their new line of 





WEDDING RINGS 











Plain, Channeled, Azured 
Blanks and Engraved 


" a, ” Platinum 


Please ask to see our selection 


15 West 47th Street 
New York City 


Telephone BRyant 9-4645 
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NEW 
NEW 








Presentst 


== OF COLORFUL 


NGL 





PATTERNS 


MAGIC oF 
DRESDEN 
ENAMEL 
COLORINGS 


ON SOLDERED 
RING-MESH OF 
FINER TEXTURE 








Order through your 
wholesaler. Subject to 
Keystone discount. 


ees OM E SHS 
WHITING GRAVIS CO 
Leok for this trade- 
mark stamped on the 
frame of every gen- 
uine Whiting & Davis 
Costume Bag. It stands 
for over 50 years of 
creative craftsmanship. 
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WHITING & DAVIS COMPANY 


N Ew Li ine 


5 Br 93! COSTUME BAGS 


Orc more the 
Whiting & Davis 


Company has _ produced 
for the wholesale and re- 
tail jewelers of the world 
a new product that will 
stimulate sales wherever 
costume jewelry is sold. 
The new Whiting & Davis 
1931 Costume Bags are 
now ready. They include 
a new de luxe series that 
surpass all other triumphs 
of this company in the 
weaving of fascinating 
fabrics from metal threads. 
These are finer in texture 
than anything heretofore 
produced in Dresden 
Enamel finish. The mesh 
is superbly close-woven, 
beautifully patterned and 
gorgeous in its colorings. 
It ripples through the 
fingers like a magic fabric 
into which have been spun 
the precious qualities of 
both silk and silver to 
tempt the touch and win 
the hearts of women everv- 
where. 


Ask your wholesaler to 
show you his new 
samples. 


WHITING & DAVIS 
COMPANY 


World’s Largest Manufacturers of 
Costume Bags 


Makers of Costume Jewelry for Everyone 


Plainville (Norfolk County) Mass. 


In Canada: Sherbrooke, Quebec 


New York: 
366 Fifth Avenue 


Chicago: 
F. E. Whiting, 31 N. State St. 
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“On that 


clockmaking industry ano became 


ins Lurelle Guild in a volume dis- 
cussing 19th century American craftsmanship. Thus 
many another commentator on the history of clocks. 
Even among such masters of the art as Eli Terry 
and Simon Willard, Chauncey Jerome’s genius 
shone brilliantly. 

He was not one of those favored children of for- 
tune to whom the good things of life come quickly 
and easily. There were obstacles to be cleared away 
and hardships to be undergone that to us in our 
comfortable world of today seem fabulous. A page 


from his diary: 

“The winter of 1818 I took about one dozen of the Pillar Scroll 
Top Clocks and went to the town of Wethersfield to sell them. I 
hired a man to carry me over there with a lumber wagon, who re- 
turned home. I would take one of these clocks under each arm and 
go from house to house and offer them for sale. 

“The people seemed to be well pleased with them and I sold them 
for eighteen dollars apiece. This was good luck for me. I sold my 
last one on Saturday afternoon. There had been a fall of snow the 
night before of about eight or ten inches which ended in a rain, and 
made very bad walking. Here I was, twenty-five miles from home. 

“T was anxious to tell my family of my good luck that we might 
rejoice together. I started to walk the whole distance, but it proved 
to be the hardest physical undertaking that I ever experienced. It 
was bedtime when I reached Farmington, only one-third the distance, 
wallowing in snow porridge all the way. I did not reach home until 
near Sunday morning, more dead than alive. I did not recover from 
the effects of that night’s journey for a long time.” 


Then, in 1837, Chauncey Jerome invested the 
one day clock with brass works. It was a spectacular 
achievement. Not until the application of the alter- 
nating current electric motor did the clock industry 
take such a long step forward. 

Chauncey Jerome prospered. His clocks went to 
all parts of America and to Europe, India, China 
and Australia. Other clockmakers adopted his 
methods and from that day to this American time- 


pieces have led the world. 


, Y 
Chauncey ETCHILE- 
Master clockmaker of the last century 


Until his time, clocks had % been made with wooden 
works but he found the way to make them out of brass. 
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year (1837) he revolutionized the 
the foremost clockmaker of his time.” 





BRANTLEY A. WEATHERS, JR. 


Head of the company and its new enterprises 


For the last ten years, he has been associated with the Seth Thomas 
Clock Company and for the past eight years its sales manager. 


a a 
AND NOW IN 1931 A NEW LINE 
OF CLOCKS BY THE OLD FIRM, COMBIN- 
ING THE CRAFTSMANSHIP OF THE PAST 
WITH THE EFFICIENCY OF THE PRESENT, 


BEAUTIFULLY CASED, ELECTRICALLY OPERATED. 


Chauncey Jerome had a vital spark of genius. The 
standards of this company reveal that genius today. 
Add to these standards the support of the New Haven 
Clock Company, the administrative and sales ability of 
Brantley A. Weathers, Jr., and Elmo B. Roper, Jr., 
respectively salesmanager and sales supervisor the 
past several years for the Seth Thomas Clock 
Company. 

This is the background of as fine a line of electric 
clocks as will ever be built . . . a line any jeweler will 


be proud to sponsor. . . that only a jeweler may have. 


The company’s name is modified to Chauncey 





Jerome, Inc. It has opened offices at 500 Fifth 
Avenue, corner of Forty-second Street, New York. 
It will sell direct to a limited number of fine 
jewelers, but not to any other type of establishment. 
(This does not exclude metropolitan department 
store jewelry departments that are recognized as 
legitimate competition.) The company’s object is to 
provide selected jewelers with fine electric clocks 
which they can handle with confidence that their 
interests will be protected. 

Prices will permit the merchant a higher margin 
of profit than he now enjoys on other lines. 

The initial line contains about fifty numbers, to 
meet the jeweler’s every requirement. This line will 
include alarms, timepieces, hour and half-hour strike, 
and chime clocks. These types will be offered both 
as the latest, self-starting, sub-synchronous electrics, 
motored by Westinghouse Electric and as fine spring 
wound clocks. Many of the models will be jeweled. 

Several models will be equipped with a semi-auto- 
matic Westinghouse 60 R. P. M. sub-synchronous 
motor. Most electric models will contain the Auto- 
matic Control, which enables the user to be sure of 
the correct time, despite average interruptions in the 
supply of electric current. 

All clocks will be packed to provide maximum pro- 
tection to the fine woods and meticulous workmanship. 


— exome- 
FINE CLOCKS 


Office and Showroom: 500 Fifth Avenue, New York 


FACTOR T NEW HAVEN CONNECTICUT 
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ORIGINATOR OF THE 


“oot ee 


POPULAR PRICED 


PLATINUM.-LIKE FINE-PIERCED JEWELRY 


Look for 
K.P. 


J. H. Peckham &€ 
Sons, Inc. Est’d 1893, 
identify all products 
of their manufacture 
with these initials. 


A BEAUTIFUL design first ap- 
pears in platinum and fine gems. 
Then Peckham simulates it for 
that wider market known as 
“popular.” Peckham Jewelry has 
even the appearance of real plat- 
inum, with its new “Everadiant” 
finish, which gives a brilliant, long 
lasting, hard white finish that 










NEW 
BEAUTY 
* 


NEW 
FINISH 
* 


WIDER 
APPEAL 


looks so genuine that it defies any 
but an expert. Ask your Whole- 
saler to show you these new de- 
signs in Peckham Jewelry. You 
will enthuse over their sparkling 
beauty and close resemblance to 
expensive pieces. Show them to 
any ten women who come into 
your store. Let them be the 
judges! 


* 


J. H. PECKHAM & SONS, Inc. 
NO. ATTLEBORO, MASS. 


N. Y. SALES ROOM 


If she cannot afford the genuine, she will buy Peckham 


* 


9 MAIDEN LANE 
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: Kadiochron, 


Compare it for TONE 
VOLUME — SELECTIVITY 
POWER — DISTANCE 


It out-performs them All! 








LICENSED 
BY R.C.A. > 











Sells Itself to Your Customers 
Recommends Itself to Your 
Customers’ Friends 








COMPACT 20!/, inches High, 16! inches Wide, 10/4 inches Deep 


NO After Xmas Slump for Radiochron! 
Sales and Profits Continue Month 
After Month the Year Round 


At last jewelers have found an item that is deducted, the radio costs less than many 





bridges the gap between Christmas and June inferior sets, and our sales policy prevents 
Weddings—a live, steady —- pro- ruinous price cutting. 
ducing item with unlimited possibilities. Now is the time to firmly establish yourself 


Thousands of jewelers are now cashing in as Radiochron Headquarters in your com- 
on Radiochron, selling large numbers of these munity. Radiochron will increase your pres- 
fine instruments. Others have purchased a tige and profits. ORDER NOW! 

Radio for their own use, distributed advertis- i A 3 
ing folders, which we supply free, and have | Highest Possible Quality—Every Late 
taken orders for dozens of sets using their Feature 


own as a sample. 
Experience has proved Radiochron worthy Advanced 1931 Model with 4 Screen-Grid 
of a permanent place in America’s progressive —? Foaea Waaaae Te wae te 
. h , . e 
jewelry stores The jeweler can show and Control and specially constructed Tone Cham- 





demonstrate it with pride and sell it with com- . - A 
plete confidence, knowing that he will have a | ber. oe ee Vernier Dial. Full CONSOLETTE 
pleased customer and that his reputation as a | Range Hair-line Selectivity. 110 Volt, 60 or aie ia 

50 Cycle A.C. All Electric. R. M. A. Guaran- 4544” High Over All 


reliable merchant has been strengthened. It 6 , 
; : rR nip jcal tee. Genuine Utah Electro Dynamic Speaker. 
is a trouble-free, mechanically and electrically Built-in Ha ond Electric Clock (Name does 





perfect instrument. s ; o4 é 
‘ not appear on dial). Six Matched Tubes Ex uiSsi 
He need fear no price competition, because (Licensed by R. C. A.). NINE TUBE q : te Cabinets 
when the retail price of the tubes and clock EFFICIENCY. ears F 
Curly Birdseye maple, richly 


MAKE 1931 A BIG PROFIT YEAR—with Radiochron! finished in dark walnut and 


sturdily constructed, splendidly 








Compact Model--Complete with Electric Clock, | Consolette Model—Complete with Electric Clock, proportioned and beautiful in 
Tubes and Dynamic List Tubes and Dynamic List appearance. 
Speaker... eR CR Te $79.50 Speaker - y : : $89.50 ADVERTISING AIDS 
ECL a C8) | a a re ee en Cen eet er ........DISCOUNT 40% 
re ie eens Tn er ret) pe, DISCOUNT 35% Beautiful three-color folders 
Note: Lots of 10 may be assorted Compact and Consolette Models. 6% Cash Discount for counter or mailing; mats 
Write for Details on Financing Your Radiochron Installment Sales. of complete newspaper ads; 
electros of either model. 








Columbus, O. S GWELD 2 Los Angeles 


“os TS 


Detroit 
Kansas City MS BEAT ER AE A REATER SERVICE St. Paul 
BOX 773 — CHICAGO 
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AT 


TUDOR PLATE Designs 
Left to right: Skjline, Baronet, the new Barbara, Enchantment, Queen Bess 

















Bess 
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ON. low prices meet the buying spirit of today and make 


the plus value of Tudor Plate a stronger sales puller than ever, 


A new design, The Barbara, increases the p/us of modern beauty 
offered by the triumphant Skyline and three other patterns. 

New gift cases, strikingly modern in Black, Orange and Gold, 
give The Barbara a selling p/us of de luxe packaging. 

Plus advertising, with the strongest appeal Tudor ever had, with 
the plus of color and dominant 


position - page 2 in The Saturday 





Evening Post—inside front cover . 
in the Ladies’ Home Journal; each \ Chr 
advertisement interpreting Tudor | 
plus values to 8,000,000 readers. 

And behind them the estab- 
lished p/us quality — the Patine 
finish. 

Tudor is out for a plus year— 
with a big p/us of sales and profits 
for every Tudor dealer. 
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EXCELL 
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MODEL 8 















































1/10—14 K ....$9.00 
1/20—12 K :... 6.00 MODEL 9 
Excelwhite .... 3.00 1/10—14 K. $5.50 
Excelwhite . 2.50 
STAR 
OS |) eer ee $9.00 
Excelwhite .. . 3.00 
(Prices subje ct to Jen rs’ Discount) 
Quantity | Model | Style | ~ Quality 
| Star _A B_/{1/10 Ex, _ 
| 8 | A B_/1/10 1/20 Ex. 
9 | B —\1/10 Ex. 
EE favs wine's Gh Wiis sea bo te Rie ow Ge be aee Eee ee eee 
Dn: Wie kei waa shoo s ssw skee's 6 oho ee 50465 ses DeNew ee 
Ee ee eee Lee Pee ee ee ee 
Trade Mark 


+ SSet BECAUSE THEY EXCEL’, 


“YL 





STARS AGAIN 


ey 


9 


The new star 
EXCELLINK 


WITH EXCLUSIVE 
E-X-P-A-N-D-I-N-G 
CENTER LINK .... 


STYLE and COMFORT—these 
are essentials in a Watch Attach- 
ment. EXCELLINK has them. 
The towering sky-scrapers of 
modern America provided the 
motif for the “Star.” The 
patented e-x-p-a-n-d-i-n-g__ link 
causes EXCELLINK to hold the 
wrist with a gentle tension, 
making it an easy fitter, and ex- 
ceedingly comfortable to wear. 
Made in two models, Style A, 
having both ends permanently 
attached, and fold-over-expand- 
ing buckle; Style B, with one 
end attached, and the other 
easily hooked—with expanding 
center link, of course. EXCEL- 
LINKS are made in various 
qualities, retailing from $2.50 
to $10.00. We will gladly send 
you samples, or a quantity 
order, shipping direct, and bill- 
ing through the Wholesaler you 
specify. Clip the handy coupon. 


EXCELL 
MFC. CO. 


45 RICHMOND STREET 
PROVIDENCE, R. I. 


San Francisco 


a 





New York Chicago 


* 
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BENEDICT 


REVERE 
PEW TIER 


PEWTER COMES BACK TO THE TABLE 


Gleaming softly in its quiet beauty, PEWTER, long banished to top shelves again takes its place at the table! 


Benedict Revere PEWTER follows the traditionally restrained lines of the rare old originals. ... In design, beauty, quality 


and price, Benedict Revere PEWTER will appeal to your customers whose innate good taste must be tempered with 


economy. And in volume of sales Benedict PEWTER will make a worthy showing for its vogue is growing tremendously. 


Write for illustrated catalog, prices and information. Benedict Manufacturing Company, Dept. K, East Syracuse, New York- 
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ORDERS ARE NOW POURING IN 
FROM RETAIL JEWELERS 
FOR THE HART 


CHRISTMAS JEWELRY CHEST 


THE MODERN MERCHANDISING IDEA FOR 
PROGRESSIVE RETAIL JEWELERS 






























“4 19 3 1 WILL The Hart Christmas Jewelry Chest is a copyrighted plan available 


for the exclusive use of one retail jeweler in each city. 
This plan, developed for the use of Hart Store Magazine Clients, is 


REW ARD the most practical merchandising idea to come into the jewelry field 


: in recent years. “i! 
FIGHTERS! Users of Hart Jewelry Magazines find that an interesting magazine, 
af mailed regularly to their old customers and new prospects, containing 
interesting items and illustrations of jewelry, is the one best way 
BUT earl din of keeping friendly contact and arousing keen interest in new things. 


The New reget Jewelry Chest gives the 
magazine added punch. It will set aside your 
IT WILL REQUIRE store from all others. 


SUPERIOR 1931 requires superior salesmanship—more human salesmanship. 
The Hart Magazine is designed to sell through human interest, pic- 


SALESMAN SHIP e e e torially depicted, with an opportunity for the retail jeweler to insert 


his own cuts and copy should he choose. 


MORE HUMAN 1931 will reward fighters. The Christmas Jewelry Chest will be your 
best weapon. 


SALESMAN SHIP For further information without obligation, write to 


THE HART PUBLICATIONS 


(Controlled by UNITED BUSINESS PUBLISHERS, INC.) 


239 West 39th St. 367 W. Adams St. Long Prairie 
NEW YORK CHICAGO MINN. 
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A NEW SALES-LEADER 





in the Colonial spirit. to 


match most American homes 


REPEATED investigations have revealed that there are more American 
homes furnished in Colonial style than in any other; homes such as 
your customers live in; homes that will make this new banjo clock, 
illustrated at the right, a particularly profitable and fast-moving 
member of the Telechron family. 

Its design is true to the best Willard tradition. Its case is mahog- 
any with glass panels, the lower showing an old clipper ship. It is 
20% inches high to the tip of its quaint brass eagle. A clock that will 
sell and bring repeat orders. 

Hostess, left below, is a popular kitchen wall clock, with moulded 
case in white, green, ivory, yellow, orange and black. 7% inches wide, 
it retails at $9.75. 

Nottingham, at bottom, is a pleasantly decorative design, 
Sheraton in motive, of mahogany with inlay. It stands 9%¢ inches 
and retails for $30. 

These clocks, like the rest of the Telechron line, are backed by 
the biggest national advertising campaign ever launched for electric 
clocks. They are made by the makers of the famous Telechron 
Master Clocks in America’s power houses. They are free from instal- 
lation and service difficulties. They offer you increased revenues 
and generous profits. Use the coupon below to get the full story. 































Above No. 694—Bu.irincu. Mahogany case, colored glass panels, 2014 inches 
high. 34-inch cream enamel dial. Retail $19.75. 


Left No. 454—Hostess. For the kitchen. Moulded beetle case. Six colors. 714 
inches wide. 5-inch enameled dial. Retail $9.75. 





Below No. 350—NortincHam. Case of mahogany with inlay. 9% inches high. 
4\,-inch silvered dial with gold band. Retail $30. 


Celechyron 


WARREN TELECHRON COMPANY 
53 Main Street, Ashland, Massachusetts 








Please send me information on Telechron Electric Clocks 


and details of your authorized dealer franchise. 


Name 











Address. 
+ eR SA RROD EE I 8 BSL RE 
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% 
Latest 


a 
Aouarius *® Pisces Aries * TAURUS GEMINI Nas" 


-@eeeoe 


iT Yere) LipRA & Scorpio SAGITTARIUS ONT ee) QIU 


e502e200 6 


*+* CHARMS RICHLY ENAMELED ON I4K. GOLD 4 


* WITH THE ‘ 


SIGNS *OF THE ZODIAC 


The demand for Astrological jewelry has induced us to produce a set of 14K gold charms with 
the Signs of the Zodiac richly enameled in colors. The above display, actual size, given free 


with an order for a set of twelve. Each charm appropriately attached on the space under its 


name, easily replaced when sales are made. Write for further particulars 


ENOS RICHARDSON 6& CO. 23 MAIDEN LANE 


NEW YORK, N. Y 
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SIMMONS IS GIVING 
THESE BRACELETS 


two big hands 


HANDS to point customers to your counters! Beginning right 
away, and continuing throughout the entire year, this start- 
ling, consistent Simmons advertising will run regularly in 
national big-circulation magazines! 


And it carries some of the biggest news you’ve heard since 
wrist-watches came in. Simmons, long famous for pocket- 
watch chains, now makes a brand-new kind of wrist-watch 
bracelet! Unlike any you’ve ever seen before. Smart, com- 
fortable, reasonably priced. Patented adjustable ends give 
six possible lengths, each varying a fraction of an inch. 


Look at the first advertisement in the series, on the right. 
Could any magazine reader miss it? His eye strikes the hands 
— takes in every graceful detail of the bracelets. He sweeps 
down to the short, newsy text — reads about style and com- 
fort — learns all the exclusive Simmons features — finishes 
up with this: “Your jeweler has styles for men and women. 
See him today.” 


This is your advertising. It sells the bracelets that you 
sell. Ask your wholesaler, now, to show you his assortment 
of these smart, new Simmons wrist-watch bracelets. And 
while you’re about it, look over Simmons pocket-watch chains 
and necklaces. They’re just as profitable. 


R. F. Simmons Company, Factory and Executive Office, 
Attleboro, Mass. Branch Sales Offices: 15 Maiden Lane, New 
York; 29 E. Madison Street, Chicago; Canadian Distributor: 
Jack W. Lees, Excelsior Life Building, 36 Toronto Street, 
Toronto, Ontario, Canada. 























simmons 


@WRIST-WATCH BRACELETS 
@POCKET-WATCH CHAINS 
@®@NECKLACES @EAR DROPS 









































Compare points, 
compare prices. No 
other wrist-watch 
bracelet offers these 
new Simmons features! 


Look high and low, but you'll 
never find wrist-watch brace- 
lets like these. Only Simmons 
offers so much for the com- 
fort, convenience and good 
looks of your wrist and your 
wrist-watch! Patented adjust- 
able ends to prevent jabbing 
and pinching. An open center 
link makes the bracelet lighter 
and smarter. And as for slip- 
ping on the bracelet — a snap 
of the folding catch, and there 
you are! Graceful, modern 
designs — marked by the 
same correctness which has 
kept Simmons watch chains 
ahead of the field for genera- 
tions — match every type of 
watch. And with all this, 
prices are most reasonable! 

Your jeweler has styles for 
men and women. Green, 
white, or yellow gold-filled 
patterns. See him today. 
R. F. Simmons Co., Attleboro, 
Massachusetts. 

Illustrated: Man’s model 
— 32983. Retail price, $6.75. 
Woman’s-model—32978. Re- 
tail price, $5.75. 


SIMMONS 


@wrist-watch bracelets 
@epocket-watch chains 
enecklaces @ear drops 
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Look for these Features In Watch Straps 


1 


mee STYLE LEADERSHIP 


mee MECHANICAL PERFECTION 


3 | 
ry geME 


4 








= PERT E. z Ree, 


(i =. CONSUMER PRICES « Fie 


Left to Right Armor Corona 
No. Name Plate Gold Plate 
391 Dixie 2.50 4.00 
380 Gladiator 2.50 4.25 
374 Commodore 3.00 5.00 
, 360 Colonel 2.50 5.00 


TOE: 


SALABILITY and PROFITS | 
DISTRIBUTED THROUGH WHOLESALERS 





Almost every model 
in the GEMEX line is 


available in: 
RHODIUM PLATE 
ARMOR PLATE 
CORONA GOLD PLATE 


4 * 
AD Be 
Perens Sah) ice et ili e sia stan 


FACTORY & EXECUTIVE OFFICES:.170 THOMAS STREET, NEWARK, NEW JERSEY 


Branches: 805 Heyworth Bldg., Chicago » 704 Market Street, San Francisco » Canadian Rep: The Electric Chain Co., of Canada, Ltd., 171 John Street, Toronto 
European Office: 2 Weesperziide, Amsterdam, Holland 
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SNOW FLAKES 


THE NEWEST AND MOST UNIQUE 
IDEA DEVELOPED IN JEWELRY DESIGNING 


ORIGINAL AND EXCLUSIVE DESIGNS 
FOR THE LEADING MANUFACTURERS 


G. POHLI 


JEWELRY DESIGNER 
58 WEST 45th STREET NEW YORK 
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With Pride We Announce Pa’ 
Me * m | \ > ?* 
Be 1 CES Vi 2 a. 


THE FIRST LINE OF PERIOD JEWELRY 2a 
INSPIRED, ‘I 


as is current fashion, 
BY THE STYLES POPULAR WITH 
OUR VICTORIAN GRANDMOTHERS! 


‘The instantaneous enthusiasm of 
key wholesalers is certain indica- 
tion of those rare and unusual qual- 
ities of appeal which melt buying 
resistance and sweep sales up to 


“ new, unexpected peaks. 





VICTORIANA 





DESIGNS 


ot traditional 
Waite-Thresher 
quality are avail- 
able in 
BRACELETS 
NECKLETS 
EARRINGS 
BROOCHES 


either individual 
pieces or ensemble 


TRADE MARK 
The celebrated case 








To make such jewelry, who is better 
qualified than those who made it 
seventy-five years ago—and whose 
modern adaptations have their 
source in authentic records, designs 
and tools used then. 


Within a month over one hundred 
jewelry wholesalers have bought 
complete lines and are now proving 
the rightness of the Waite-Thresher 
“Victoriana” line for today’s mar- 


ket. 


WAITE-THRESHER 


CORPORATION 
PROVIDENCE, RHODE ISLAND 


Salesrooms: 


New York—21 Maiden Lane 
Chicago—1203 Heyworth Bldg. 











nlioducing tin eluu- 
INGERSOLL YANKEE 


SMALLER 






Niels elnay 


YANKEE 


SMARTER 


MUCH S 


Thinner, much thinner in design— stouter, The new Yankee’s out to make millions of 
Look at its handsome new friends—and many dollars for you. With 
face—its etched metal dia] with gilt figures! its famous name and its distinguished appear- 
Doesn’t it look like a much higher priced ance you'll find more people wanting it than 
watch? Examine its splendidly designed, ever before. Just display it in the striking 


much stouter in value. 


smaller case! Did you ever 
think you’d see a watch like 


this for $1.50? 





Introductory Display Packet 
shown on the other side of 
this page. 


This predecessor wascon- Now thinner by 20%. 
sidered sensationally thin Handsomer by 100% 
hen introduced. It sold Colonial bow and crow 
by the millions. Pull-out set. 











oan ame 





_.. and here's the striking 


Introductory Display Packet for the 


Mew VNGERSOLL YANKEE 


6 Yankees in a 

box... ready to 

display, ready to 
sell. 














| $12.72 complete. 


Keystone List. 


ae “3 Sells for $9.00 
Here’s an easy way to buy the new Yankee. An effective way to dis- 
play it. A sure-fire way to sell it! This handy Introductory Display 
Packet brings half a dozen new Yankees to you. Lift the cover, set the 
easel—you’ve made an attention-compelling window or counter display. 
Sell one Yankee or 6—the empty box keeps your display intact. We 

suggest, though, that you order 2 boxes or more, because this new 
thinner, smaller, better looking Yankee is going to outsell any 
watch you’ve ever carried! Order direct or from your jobber. 





THE INGERSOLL-WATERBURY CO. 
WATERBURY CLOCKS AND ELECTRIC CLOCKS 
INGERSOLL WATCHES AND CLOCKS 
NEW YORK CHICAGO 
SAN FRANCISCO MONTREAL 
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GLIDER 


PREFERRED WHERE 
DISPLAYED 


KESTENMADE Watch “ANo1-corp 
Strap Originations lead in - 
popularity because they em- 
body all the popular features 

. refreshingly smart de- 
signs .. . beautiful long-lived 
finishes (special processes) 


STUDENT 





. sturdy construction .. . 
utmost security for the 
watches they grace. 


fu 


They are designed to meet 
customer preferences, are 


wrought by master crafts- 
men from quality materials, 
comfortably conform to any 
wrist and are easy to adjust 
for size. 


se 


The KESTENMADE line 
helps build customer good- 
will by the extra beauty and 
margin of superiority it 
offers. 


Sold Through Wholesalers 
KESTENMAN BROS. MFG. CO. 


150 Chestnut Street TeAve <KB> mame Providence, R. I. 


Makers of All Kinds of Watch Straps 


NEW YORK: A. Levy, 87 Nassau Street SAN FRANCISCO: Sam Kierski, 704 Market Street 
CANADA: Lorie Limited, Toronto, Ont. 
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SPECIAL ANNOUNCE 




















; > ' . 
PS For the convenience of the trade, we are 
extending our Pre-Inventory Clearance 
~~ 
Sale to March 15, 1931 
The items illustrated are a few special 
values selected from our Clearance Sale. 
JW-2785. 3/0 Size, Chromium Finish Case, furnished in 
assorted shapes; fitted with 7 Jewel Waltham movement 
and Etched Gold Numeral Dial. Supplied with fine 
leather strap and buckle to match, complete in $7 90 
display box. Our clearance Sale Price, each net ° 
JW-2584. 12 Ligne, Chromium Finish Case, cushion 
shape, with enameled figures on bezel. Fitted with 6 
Jewel AWONER lever movement and supplied with 
a Chromium Finish, Link Bracelet. Regular price, $5.00. 12 and 16 Size GREEN Rolled Gold Plated Cases, -10 Yr. 
Quality, open face, thin model, fancy straight line deco- 
Our Clearance Sale price, each net............ ° rations of the latest styles and supplied with fancy bows. 
JW-2796. 12 Size Round S.B.B. Each.......... 
JW-2800. 12 Size Cushion. Fach............06 $1.35 
ae FS ER: I sos ice eas wcedon $1.25 
a OE 20 Ma rei eo eka eee rewalowees $1.15 
JW-2669. Baguette-shape Wrist Watch, 14K, Solid Gold, $1 10 
thin model, two-tone Green and banne Cane, Sones with ge a a ee eee ere ‘ ° 
17 Jewel Baguette movement, complete with silk cord . 
attachment and Chromium gore Put up in handsome JW.2797. 16 Size, ‘Round. Each..............0: $1.65 
display box. Regular price, 50. 
Sar Glearance Sale price, each net........... $22.50 s i “OM TT. Tso oe ke sa ene Ns ac een $1.50 


I! 2,139—18K. 


HAH 
I Solid White Gold 


| 
< \ . e 
mesh) Ladies’ Mountings 


1} $3.00 each 


é In Dozen Lots 
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— 
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JD-1037. We have purchased from three of the highest grade manufacturers their sample 
lines and surplus stock of 18K. Solid White Gold Mountings with square-top prongs and 
plates, also set with synthetic stones in shank and plates for stones in shank. The patterns 
we have are too numerous to illustrate. We have a very fine selection of designs for your 





inspection. The regular selling price of these mountings range from $4.50 to $12.50 each. 235 
We are offering this entire lot while quantity lasts, your choice, each net.............. ° 
Ce ee Me ee i rer eee rr ere ee eee ree $3.00 





AISENSTEIN:| 
Send for a Copy 580 Fifth Avenue 


of Our Complete 
i ie SERVING THE RETAIl| 








! 





‘AIL 


JEWELER SINCE 1885 


March, 1931 





JD-1031. New Baguette-shape Diamond Wrist Watch, 
Solid Platinum Case set with 26 Fine White, Matched, 
Brilliant-cut Diamonds. Fitted with 17 Jewel Baguette 
movement and supplied with silk cord attachment, com- 
plete with 14K. Gold Fittings. Put up in a handsome 
display box. Regular price, $85.00. 


Our 
Clearance Sale price, each net.............- on $76.50 
































JD-949. Very attractive Ladies’ 18K Solid White Gold 
Ring, finely pierced and engraved mounting of substan- 
tial weight, assorted designs, set with one Brilliant- 
cut Diamond, average weight 7/100ths ae 
Regular price, $8.50. Our Clearance sale 
WEE. ED “Gike biks coa2 o6sRareares conekocwereeeves $6.50 





JJ-312. 18 K. Solid White Gold 2% MM. wide. Sizes 4 
to 9. This is the lowest priced Wedding Ring for this 
width and weight. Our Clearance Sale Price, 

each net a Sek akg eal atw hele $1.40 
In dozen lots. Our Clearance Sale rice, 

per dozen $15.60 
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MENT TO THE TRADE 





JW-2773. We have a limited quantity of these Chromium 
Finish Watch Bracelets with plain ribbed links, made 
by one of the leading Bracelet Manufacturers. On ac- 
count of the low price we are selling these bracelets for, 
we cannot mention the manufacturer’s name. Regular 
price, $.94. Our Clearance Sale Price, each 


WO i. ove die cdiedasdedda nbd atedesecesacencuvereas ° 
In dozen lots. Price, per dozen, net.......... 


In three dozen lots. Price, per dozen, net..... $3.75 





JW-2793. 6/0 Size, 14K. Solid Green or White Case, 
square shape; fitted with 7 Jewel Waltham movement, 
with Etched Gold Numerals, fine leather strap and 14K 
Solid Gold Buckle. Our Clearance Sale price, $1 

OMG IE ek icadcceanctedctaekeeeiceeasieecagneea 
JW-2794. With 15J. Waltham movement. 

Our Clearance Sale price, each net.......... $19.75 
JW-2795. With 17J. Waltham movement. 

Our Clearance Sale price, each net.......... $24.75 


Diamond Channel 
Wedding Rings 





JJ-1429. Clark Firefly 
Pocket Lighters, leather 
covered in assorted leathers, 
also furnished in assorted 
designs. These models 
were originally sold from 
$4.50 to $10.00. We made 
& very advantageous pur- 
chase which enables us to 
offer these lighters at our 
exceptionally low price. 
Our Clearance Sale $ 75 
Price, each net.... . 





JD-2860. Exceptional value 
in Iridium Platinum, Dia- 
mond-set Channel Wed- 
ding Rings, 24 MM. wide. 
Furnished in sizes 5 to 7%, 
set with 40 to 52 Diamonds. 
Former price range $56.00 
to $66.50. Our Clearance 


In dozen lots. Our Clear- Sales price, 
ance Sale Price, $ each net ...... e 
Cp. | a ene ° 


In three dozen lots. Our 
Clearance Sale 

Price, each net.... $.65 
For larger quantities, 


prices furnished on appli- 
cation. 


WORONOCK & SONS, me. 
New York. N. Y. 


Send for a Copy 
of Our Complete 
Catalog 
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Sujsticlinke 


TCH STRAP 
Money Makers 
In Many 


Fine Stores 


L62—14k gold filled, 

white, green or yellow, 

Braided metal cord. 

Suggested resale price, 
$5.00. 


M301—14k gold filled, white, green 

or yellow. Practical center catch. 

Satin or bright. Suggested resale 
price, $6.00. 


M169—14k gold filled, white, green 
or yellow. Bright or satin. Sug- 
gested resale price, $7.50. 


L67—14k gold filled, 
white, green or yellow. 


Finely pierced buckle. 
Suggested resale price, 
$6.00. 


icin WITH 


Supertold. 


A & Z Superfold Watch CENTER BUCKLE merit. 


Styles for women 


Attachments for men appeal to those of 
conservative taste who would rather wear 
a leather strap than any of the gaudy con- 
traptions one sees all too often. They ap- 
preciate balanced design, superior finish 
and mechanical ingenuity, and gladly 
pay the price for an article of genuine 


express daintiness and beauty, and have 
wide appeal. 


A & Z number among their dealers many 
of the most prominent retail jewelers in 
America. May we send you samples, illus- 
trated price list, or instruct our salesman 
to call? 


Aé&bZ Cc hain Compa ny 


Superfold Center Buckle—with the Patented Sliding Section for Extra Extension 





7 Se RS eR 
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Announcing 
ADDITIONAL LINES 


ONSISTENT with our long established 
policy to constantly better our service to 
the retail jeweler we are gratified to announce 


an expansion in new lines. 


Effective immediately we can furnish items from 
a complete stock of the following nationally 
known lines. Shipment can be made promptly 
upon receipt of your solicited orders. 


TELECHRON ELECTRIC CLOCKS 


Standard, kitchen, mantle and commercial wall models 
rs 


REVERE TELECHRON CLOCKS 
DeLuxe chime models in mantle and floor styles 

rs 

WESTCLOX 

Complete line of clocks and watches 
ry 
1847 ROGERS BROS. 

Silverplate flatware 

ry 


WM. ROGERS & SON 


Silverplate flatware 


EISENSTADT MANUFACTURING COMPANY 


Manufacturers to the Retail Jeweler Exclusively 


Saint Louis, Missouri 


Yr 
| 


» 
WY 3 
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SIXTY-FIVE YEARS OLD 


Started business in 1865 


For nearly two-thirds of a century we have been making gold jewelry of unquestioned 
quality and workmanship confining our efforts to five distinct lines so that we are known as 
among the leading manufacturers in each line. 








The many retail jewelers who have availed themselves of purchasing from 
our stock of men’s rings will endorse the statement that we probably make 
the most diversified and comprehensive line of men’s rings in the United 
States. 





Our traveling representatives are now showing some new and very attractive 
14K stone rings for women so modest in price that any jeweler can sell 
them. These have been introduced into our stock since January Ist. 





We are constantly adding into our stock odd and individual dress sets for 

DRESS men consisting of Larter Automatic Vest Buttons, Larter Automatic Shirt 
JEWELRY Studs with Link Buttons to match, covering a great range of prices so that 
FOR MEN we can fill almost any requirement for sets for men both as to design and 
price. 





We have heard some retail jewelers say: “Link buttons are not selling.” We 
are wondering whether their stock is as attractive and up to date as it should 
be. We made a large number of new patterns in 1930 and sold them, and 
we are now developing some new ideas in sleeve buttons, attractive both in 


design and price, which will be on the market this Spring. 





GOLD Our gold mounted knives are made of just two kinds of metal, the 14K 
MOUNTED gold sides and the steel used in the knife movement, adding NO soft solder, 
KNIVES FOR pitch or extra lining of metal. It is the largest stock of gold mounted knives 


caaneuea in the United States. 





INEXPENSIVE To meet the requirements for less expensive dress jewelry for men we make 
DRESS a varied line in rolled plate, all attractively cased, sold through the whole- 


ecg hl sale trade at prices producing fine returns for the retail jeweler. 








All of the above merchandise is made in our own model up-to-date con- 
crete built factory in Newark, N. J. 


Kindly send all orders and correspondence to our New York Office. 
REGISTERED ‘ TRADE MARK 


LARTER & SONS 


15 Maiden Lane, New York, N. Y. 


Ri eas 
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EIGHTY-TWO YEARS OLD 


This Concern was started in 1848 

















Over eighty years ago we began the making of the finest line of 14K gold and silver pen- 
cils and pens in the world, both as to mechanical operations as well as design, shape, quality and 


finish. 





We make tablet pencils with four different thicknesses of lead, each in sev- 
eral different patterns. Also a complete line of magic pencils to be attached PENCILS 
to the pocket vest chain or carried in a lady’s hand bag. 





LIGHTER 


The Hicks’ lighter pencil, which was introduced into the line last Fall, has PENCILS AND 
proved a great success. Not only are they made with a pencil at one end OTHER 
and a lighter at the other, but also a combination of a lighter and cigar 
iercer, as well as two sizes of lighters alone, all cased in 14K gold FIGHTER COM- 
} — s ; — BINATIONS 








Made to be attached to the belt. They also can be used as a bill clip or 
as a bracelet to be worn when playing golf. A satisfactory article of utility GOLF PENCILS 
as well as novelty. 








The combination of a pencil and fountain pen, commonly known as a “twin- TWINPOINT 
point,” is a very satisfactory selling item. We make a series of several PENS AND 
styles in this popular combination. PENCILS 
We make several sizes of fountain pens for men and women cased in the FOUNTAIN 
precious metals of gold or silver resulting in the best fountain pens to be PENS FOR 
purchased at any price. MEN AND 
WOMEN 





In 1930 we brought out several gold cased novelties such as a perpetual 
calendar, address and memorandum pads with a pencil and extra supply GOLD PENCIL 
of leads in a 14K gold case, and a pencil, knife, house or automobile key NOVELTIES 
combined in an attractive case. We have under way some other original 
gold novelties for purposes of utility. 








Because pencils and pens are articles of daily use, there is a constant 
and increasing market when gifts are desired of this nature made of precious 


metals. We are in a position to supply any legitimate retail jeweler with W 
EST. 1848 
2 


articles of this sort. 


WM. S. HICKS’ SONS 


19 Maiden Lane, New York, N. Y. 
eae eaeEzE—_ 


“REG. U.S. PAT. OFF."* 
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Pewter 


ts holding fast to tts present popularity 





PEWTER is one product that has sold 
steadily—even sensationally—regard- 
less of general business conditions. Its 
vogue seems destined to continue in- 
definitely. There is no indication that 
the peak has been passed. 

But it is true, however, that as more 
people learn to know pewter, they will 
be increasingly insistent upon good 
pewter. They'll be critical of the cheap, 
unmarked goods all too often offered 
as “pewter.” They’ll demand pewter 
of authentic design, inherent beauty 
and honest handiwork. Pewter such as 
is pictured on this page—created by 
International craftsmen. 

We can scarcely suggest here the 
range of the International line. There 
are lamps and candelabra, platters, 
pitchers and porringers, bowls and 
goblets, chop dishes, tea sets, tobacco 
jars and other pieces in rich variety. 
There are Colonial, Danish, Flemish, 
English and modern designs. All of 
them proved salable and profitable by 
dealers everywhere. All of them bear- 
ing one of the three little pewterer’s 
“‘touch-marks” shown below. 

Those marks have been consistently 
advertised in the best national maga- 
zines. They are familiar to many of 
your customers. Why not*stock them 

.. and cash in on them? ... For full 
information and prices, address Pewter 
Department C-10, INTERNATIONAL 
SILVER Company, MERIDEN, CONN. 


TRUST THESE THREE ‘‘TOUCH-MARKS’’ 


NEW YORK ; . v, ATLANTA 
i S j F 
CHICAGO | Pewee: — ATP as | SAN FRANCISCO 


ST. LOUIS LOS ANGELES 


| 
| 


A PRODUCT OF THE INTERNATIONAL SILVER COMPANY 
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much stlver ? CHART UPON YOUR COUNTER 











: 


E 





The story’s too big for any mere ad to 
tell... and we suggest your writing us 
for details . . . but we can give a hint 
of what it is and how it works... 


Suppose you found a way to step up a 
sale of 26 pieces to 36... or48...or 
sometimes even 144... and could do it 
a reasonable percentage of the time? 


Would you try it? 


Well, here is a chart to stand upon your 
showcase, drawing a customer’s interest, 
challenging her with the question, ‘‘ How 
Much Silver Do I Need?” and then, 
answering that question. Showing her 
how much silver she really does need as 
against whatshe probably cameintobuy. 


It’s in the form of a handsome case, con- 
taining one each of 12 different items of 


ISAT R 


STEPS UP YOUR SALES 


1847 ROGERS BROs. Silverplate. These 12 
items are divided into three units: 
(1) The Six Essentials; (2) these six plus 
two more “for added convenience’’; 
(3) the entire twelve, for a really well- 
appointed table covering both every- 
day and entertainment needs. 


Prices of each of the three units are dis- 
played .. . in sixes, eights, and twelves 
of each. And in a separate drawer the 
chart case displays the correct single 
serving pieces. 


It steps up sales by letting the woman 
sell herself. By showing her what she 
really needs . . . and her imagination 
does the rest. 

But .. . write to the Sales Promotion 
Dept. for full particulars. International 
Silver Company, Meriden, Connecticut. 

* 
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1847 ROGERS BROS. 


> vorplie 








Full page color ads in leading magazines will 
tell readers to look for this chart on the 
showcase of their silverware merchants. 


ERS BROS. 
yaaa 4 


A PRODUCT OF THE MG INTERNATIONAL SILVER COMPANY 
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ERE are two great ideas for you! The first, the one we've been telling you 

to wait for—with every single set of HOLMES & EDWARDS INLAID we are 

putting in a replica of a tea spoon blank—it shows your customer how the two 

blocks of sterling silver are INLAID at the two wear points of the most used 
pieces! It’s.something no one but Holmes & Edwards could do! 


Think of what this means to you! In a recent survey we found in one store that, 

when the customer was.told the INLAID story, 75%—yes, three out of every 

four people—bought HOLMES & EDWARDS INLAID. The replica of the blank 

shows on one side how ordinary tea spoons are made—on the reverse how a 

HOLMES & EDWARDS INLAID spoon is made. Convincing? It certainly is; it puts 

over the Holmes & Edwards story for you dramatically—fully, so that there can 
be no doubt left in the 
customer's mind of the 
superiority of HOLMES 
& EDWARDS INLAID. 


The replica of the 
blank and the attrac- 
tive tag explaining it 
will be attached to 
each set of HOLMES & 
EDWARDS INLAID in the 
manner shown in this 
illustration—a customer 
will readily see the 
“blank” and will then 
ask it to be explained, 
a perfect introduction 
to your most powerful 
sales story. 


tti® “ spe 
on Net begat — . 


Here is a reproduction of one 
side of the blank marked A”. 
It is explained on the tag that 
accompanies each blank as fol- 
lows. ““‘A’—What is under the 
plate? Before shaping and plat- 
ing this is how the teaspoon 
blank of most other high grade 
silver plate looks.” 


© 1.S. CO., 1931 


And the fact that the replica of the INLAID blank accompanies each set 
of HOLMES & EDWARDS INLAID will be told your customers in our national 
advertising appearing in the leading women’s magazines and in double- 
page spreads in the Saturday Evening Post (see pages two and three 
of this publication). Women will look for the INLAID blank! Write or 
wire us today how many of the blanks you need in order.to put one on 
each set of HOLMES & EDWARDS INLAID you now have in stock. 


Holmes 


Here is a reproduction of the 
INLAID side of the blank. It is ex- 
plained on the tag as follows: 
"'B’—See the difference in the 
blank model of the HOLMES 
& EDWARDS INLAID. Before shap- 
ing and plating, two blocks of 
sterling silver are INLAID at the 
two weer points back of the 


bowl and handle.” 


“SOMETHING 
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HOLMES & EDWARDS INLAID 


nw your slo ve 
C 








ND another idea—the Servatray—a silver container that has been designed 
with two thoughts in mind—sales and practicability—it’s got everything that 
your best sellers ever had—and something more—something that will appeal to you. 


The Servatray as illustrated 
with a 34 piece set (the new 
Napoleon shown) with 
Viande* knives and forks is 
priced at $48.25 retail. 


The uses of the Servatray are 
many. Here you see how a 
tea set on the glass tray may 
be used at the same time the 
drawer contains the sand- 
wiches. 





HE Servatray will not only appeal to women through its 
practicability and beauty but it will appeal to you, too. It 
is the ideal display unit—you can put it on top of your counter 
—or in your window. The silver itself is in a drawer inside the 
tray and completely covered with glass—yes, enhanced display 
value and yet untouched by the dust or the air that tarnishes. 
No cleaning necessary—no dusting—and the set always looks 
as though it were just unwrapped. Just think of its practi- 
cability, too—that’s wheat your customers will like in it. A few 
esas ub aula ts ite of its uses are shown here. It is finished in walnut; the remov- 
saul, condetiun—~ weeny able pad is a beautiful shade of crimson. The bottom of tray 
thing. On the Servatray. and drawer with pad removed are a striking black with an 
ivory decoration. It looks rich and expensive—this ideal silver- — *Trade Mark Knifes. S. Patent 
ware container—offered in HOLMES & EDWARDS INLAID. A @ehtcareb invis0 8 
word to the wise—order your first Servatray today—be the first 
in your town to display it! The Holmes & Edwards Silver Co., 
International Silver Co., Successor, Bridgeport, Conn. 


Edwards Inlaid 


MORE THAN PLATE” 
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Here is something your 
customers have wanted for years ! 


INTERNATIONAL STERLING 
ANNOUNCES 


“PALLADIANT” 


TRADEMARK 


a lasting protection against 
silver tarnish 


Palladiant is undoubtedly the 
most remarkable process devel- 
oped in the history of sterling 
silver. It banishes the tarnish 
that dulls the loveliness of silver! 
It eliminates the tiresome labor 
of polishing! The occasional 
washing required by glass or 
china is all that is needed to 
keep Palladiant-processed silver 
like new. 


And what talking points these 
are for you! Women have always 
hoped for a silver that would not 
tarnish. Now you can sell it to 
them. Now you can have a new 
and great sales weapon— 
Palladiant. 


Palladiant is a finish which gives 
to International Sterling the 
magic protection of a platinum 
metal—a metal more precious 
than gold, 70 times as precious 


as pure silver—a metal that will 
not tarnish. Silverware finished 
with Palladiant has not only pro- 
tection against tarnish, but a 
richness and beauty reminiscent 
of platinum. 


Think of what it will mean to 
you to be rid of the trouble and 
expense of cleaning and polish- 
ing your sterling silver stock! 


Subject to possible delays in 
delivery, Palladiant - processed 
Toiletware, Hollowware, Flat- 
ware and Novelties will be ready 
after March 1, 1931. Because of 
the costliness of the precious 
metal used, this silverware will 
be slightly higher in price. If an 
International Sterling represen- 
tative has not already called on 
you, he will do so shortly. You 
are strongly urged to send in 
your orders promptly. 


INTERNATIONAL STERLING 


International Silver Co. 


Fine Arts Division 


Wallingford, Conn. 
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BULOVA 


BULOVA 


A fast selling, profit-making name that 


has earned nation-wide leadership 
in the watch field, brings its prestige, 


acceptance and sales influence to 
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HERE is no name on a clock that can approach Bulova in its 
great consumer acceptance. 


Your customers know the name Bulova. Bulova means time— 
correct time Your customers will want Bulova Electric Clocks in 
preference to all others. 


The gigantic broadcasting campaign put behind B°U-L-O°V°A will 
present Bulova Electric Clocks from over 150 boadcasting stations. 


Bulova Electric Clocks are sold exclusively through Bulova author- 
ized distributors—at an established re-sale price. 


Bulova Electric Clocks are presented in a variety of models at the 
following re-sale prices: 


$14.95 $37.50 $75.00 
$24.75 $55.00 $85.00 
$29.75 $65.00 $95.00 


If you want to increase your volume and profit—if you want to 
learn how easily a profitable electric clock business can be de- 
veloped—communicate with us at once. The Bulova Electric Clock 
representative is thoroughly equipped to present to you the domi- 
nant merchandising plan for the sale of Bulova Electric Clocks. 


THE BULOVA WATCH COMPANY 


580 Fifth Avenue New York 
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40% is the dividend 
on policies expiring in 1931, written by 
The National Jewelers Mutual Fire Insurance Company 


Since 1915 we have returned savings or dividends of over $350,000.00 
to our policyholders. 


20% dividends on windstorm policies. 


We want your business on mercantile buildings, stocks of merchandise, 
fixtures, dwellings and household goods. 


We insure manufacturing and wholesale jewelers as well as their em- 
ployees, as well as retail jewelers and employees. 


We can write policies in any size from $500 up according to your needs. 


Make applications to Neenah, Wits., office. 


The National Jewelers Mutual Fire Insurance Company 
Milwaukee, Wis., 954 N. Third St. Neenah, Wis., State Bank Building 


To The Ligitimate Retail Frade Only 
ELGIN-HAMILTON-WALTHAM 
ILLINOIS-HOWARD 


HADLEY-STURDY- CLAP-WADSWORTH 
WATCH ATTACHMENTS~— 

















— 227 NEW HAVEN-WESTINGHOUSE “ie 
"timers SYNCHRONOUS ELECTRIC CLOCKS 


_ 1015 CHESTNUT STREET. 


PHILADELPHIA ~ ~~ PA. 
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The “Classified” Test= 


No blindfolds required. No sniffing the air. Just the plain, common sense test 
business men make before choosing their advertising vehicle. They choose by 
the “classified” test. The number of paid, classified advertisements a publica- 
tion runs tells the story. 
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Users of “classified” space want to reach an interested, wide, reading audience. 
They use the paper that will give it to them. 


As a weekly publication THE JEWELERS’ CIRCULAR by actual count carried 


eleven times more classified ads. than the next nearest publication. 
And now as a monthly our leadership continues. 


For the first four months thus far the score has been: — 


THE JEWELERS’ CIRCULAR (Monthly) 243 average per issue 


- 2nd publication (Monthly ) 58 66 6s 6 
” 3rd_ publication (Monthly) 42 “ “6 
sa 4th publication (Weekly) 39 “6 


It pays to advertise in the Leading publication. 


B . 
=. The Jewelers’ Circular 
A BP Division of the United Business Publishers, Inc. 


SNES, Ort So ate De We ond eee OTe er he? 


239 West 39th St., New York 


for quality 
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Do your own 
Ref ining — 
and do it right. 


Ask for free 24-page 
booklet that describes 
we Hoke Instructions on 
refining precious met- 
al wastes. 


Sam W. Hoke 
Jewelers Technical 


Turn your old jewelry, Theres bitied rreasure — Advice Co. 

= * ° je a” 22 Albany St., N. Y. City, 
polishings, sweepings ES Se 
into cash ~ full value. 


Our check will be sent to you MI C R ee NED) ) H AW 
promptly. 
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CASH 
for your Scrap Gold 
















AUCTIONEERS 


7.% 10 e231 OD O. 0 Ome 8D £1 Or OD OD. ip tae. vO) 


> SPYCO « 


Smelting & Refining Co. Write For Our Profit Sharing Booklet 


MINNEAPOLIS, MINNESOTA 
51 SO. THIRD STREET 






168 N. MICHIGAN BLVD., Room 600 CHICAGO, ILL. 
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CHARMS 
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ENGLISH AND GREEK ALPHABET 
PLAIN—ENAMEL PEARL SET 











ATHLETIC BALLS ( Made in Two Sizes) 
CLASS NUMERALS *% CHARMS 





Observe young College Men—and note the Charms, 
Emblems and Vest Chains they wear. Young men of all 
classes are conscious of the smartness of Fraternal 
jewelry, which they will naturally buy from the jeweler 
who makes it most interesting. Your Wholesaler will 
help you complete your Emblem stock. 


School goods solid gold, silver and plate 
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Bigney Mirror Finish Products 


The two illustrations of watch straps are 
the newest things out. A link may be re- 
moved from each end to shorten if desired. 
Adjustable hooks. Made in Dove White 
and in all colors of gold filled. May be had 
with narrow or wide end hooks. Women 
are asking for and wearing 
wider watch straps this season. 
Many women wear the watch 
underneath the wrist and thus 
the watch strap serves as a 
fancy bracelet as well. 





The illustration of our Boston link 
rope chain is also the newest in 
Waldemars. Made only by the S. O. 
Sd Company. Bound to be a big 
seller. 





Oo) Ask your jobber’s traveling man 
/ jor Bigney’s new creations 
iy ) 
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THE NYMPH 


New Dove White 
Triple Plate 


Roller Bearing 
Cate 


No. 1860U 
THE COLLEGIATE 
BOSTON LINK ROPE 

CHAIN 


White Gold Filled 
Also Made in Green Gold 
Filled, Yellow Gold Filled and 
in New “=. White Triple Patented 


CAESAR 

No. B2002 
New Dove White 

Triple Plate 

No. B2008 
White Gold Filled 
Roller Bearing Catch 
ate Patented 

















HARVEY & OTIS 


PROVIDENCE RHODE ISLAND 


Sold Thru Wholesalers Only 


S. 0. BIGNEY CO. 
ATTLEBORO, MASS. 














“The House of Mirror Finish Fame” 




























WE ARE NOW 
SELLING DIRECT 


to the 


RETAIL TRADE 


We are originators and manufacturers of ladies’ 
and gentlemen’s MODERNISTIC Initial Rings. 

All of our rings can be made with two or three 
initials. 

We are prepared to fill and ship orders within 24 
hours. 


We created the design illustrated herewith. It is 
a HEAVY SOLID cast ring and can be had in 14K 
Green, White or Yellow gold, set with black onyx 
upon which the initials are securely set. 


Watch the next month’s issue of the Jewelers’ 
Circular for another of our leading designs. 


Price be with plate for diamond. .$ 9.00 
Ring with five point diamond. 14.00 


Two or Three Initials Included in Above Quotations 


RABINOWITZ & KATCHER 


Manufacturing Jewelers 


49 Maiden Lane, New York City 


JOhn 4-5052 
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VITRIFIABLE 
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in brilliant lasting colors 
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CARPENTER 
and 


WOOD, Inc. 


Providence, R. I. 
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FOR BETTER BUSINESS 
VISIT NEW YORK 


»O 
daily * 


eee Secures a fine room and bath-«-«- 
others at ?3°° and $35° 
AT ONE OF NEW YORK'S BEST HOTELS 


Tk BRISTOL 


43% ST. EAST OF B'WAY 4+ NEW YORK CITY 
OWNERSHIP MANAGEMENT: T. ELLIOTT TOLSON, Pres. 
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SITUATIONS WANTED—Continued 





SALESMAN, young man, A-1 ability, 7 
years’ experience as manager, cred 
manager and expert window trimmer; 
excellent references. Dewitt Plecker, 
1021 Cumberland Ave., Dayton, Ohio. 





WATCHMAKER, American, age 34, mar- 
ried, fully experienced all makes, de- 
sires position immediately ; will go any- 
where. Address “Watchmaker,” 4715 
Harley Ave., Fort Worth, Texas. 





ALL AROUND MAN, good watchmaker 
and jeweler, can wait on trade or take 
charge of repair department; 18 years’ 
experience; good references. Address 
“L., 5275,” care Jewelers’ Circular. 


JEWELER AND DIAMOND SETTER, 
experienced in all classes of work, man- 
ufacturing and repairing; can assist in 
watch repairing and engraving. Ad- 
— “N., 5136,” care Jewelers’ Circu- 
ar. 


SALESMAN with thorough knowledge of 
watches and diamonds, following among 
best New York City retailers; good ap- 


pearance; unquestionable references. 
Address “A., 5252,” care Jewelers’ 
Circular, 





YOUNG LADY, eight years’ experience, 
factory office, large jewelry manufac- 
turing concern; weighing metals, ex- 
amining and shipping stone rings, and 
office work. Address “R., 5181,” care 
Jewelers’ Circular. 





YOUNG LADY, several years’ experience 
manufacturing line, desires position 
with ring manufacturer; capable taking 
charge stock, special order work, etc. 
— “K., 5224,” care Jewelers’ Cir- 
cular. 





BY FIRST CLASS watchmaker, jeweler 
and engraver, all around man at the 
bench; 25 years’ experience; salary $30 
per week. Address D. E. Berryman, 
402A Victor St., St. Louis, Mo. 





YOUNG LADY, bookkeeper and stenog- 
rapher, full charge; nine years’ experi- 
ence with diamond importing firms; 
best references. Address “L., 5323,” 
care Jewelers’ Circular. 





YOUNG LADY, bookkeeper, stenographer ; 
complete office details; ten years’ ex- 
perience in line; excellent reference; 
low compensation. Address “N., 5322,” 
care Jewelers’ Circular. 





HIGH GRADE WATCHMAKER, | fine 
work on Swiss or American watches; 





good salesman; percentage basis or 
salary. Hyatt, 200 W. 112th St., New 
York. 

SALESMAN, experienced, energetic, 


young man, 24, seeks connection with 
manufacturing house; will travel. Ad- 
dress “O., 5359,”’ care Jewelers’ Circu- 
lar. 





CLOCKMAKER desires permanent po- 
sition; 25 years’ experience in repair- 
ing clocks of any description or period. 
Address ‘‘T., 5365,” care Jewelers’ Cir- 
cular. 





JEWELER AND STONE SETTER, quick 
on repairs and alteration work, wants 
position in retail store in Greater New 
York. Address “‘G., 5384,” care Jewelers’ 
Circular. 





WATCHMAKER-SALESMAN, first class, 
24 years’ experience on high-grade 
watches and bracelet watches; also en- 
graver, clock and jewelry repairer; best 
of references. Address “E., 5206,” care 
Jewelers’ Circular. 





WATCHMAKER-JEWELER, wants a per- 
manent position; capable of taking care 
of repair department; also experienced 
waiting on trade. Write ‘“Watch- 
maker,” 1206 Center St., Ashland, 
Pennsylvania. 





SALESMAN WITH CAR, 16 years’ ex- 
perience, wishes connection large 
manufacturing jewelry firm or diamond 
house; eight years with one of the 
largest firms; best references. Address 
“G., 5221,”’ care Jewelers’ Circular. 





EXPERT watchmaker and salesman, 25 
years’ experience, thorough knowledge 
of jewelry business, wishes position with 


reliable jeweler; highest references. 
Address “T., 5183,” care Jewelers’ 
Circular. 





WATCHMAKER, age 31, married, expert 
on small bracelet and railroad watches, 


presently employed, desires change; 
South West preferred; permanent; ref- 
erences. Address “J., 5163,’ care 


Jewelers’ Circular. 





WATCHMAKER, married, 25 years’ ex- 
perience; first class Swiss and Ameri- 
can watches repaired; desires good 
position; best references. Address 
George Brandt, No. 1 John Way, Over- 
brook, Pittsburgh, Pa. 





SALESMAN, young man, _ experienced 
selling watches and srwelry for job- 
bers and manufacturers, ew York 
City and out of town. Address “‘C., 
5346,” care Jewelers’ Circular. 





YOUNG MAN, 24, desires position with 
reputable manufacturing or retail jewel- 
ry concern; five years’ experience; 
best references. Address ‘B., 5373,” 
eare Jewelers’ Circular. 





YOUNG LADY, thoroughly experienced 
in diamond line; stenographer, book- 
keeper, capable taking full charge of 
office; best references. Address “H., 
5377,"’ care Jewelers’ Circular. 





YOUNG MAN, thorough knowledge and 
experience in the jewelry business de- 
sires to connect with a wholesale or 
manufacturing jeweler. Address “E., 
5348,’ care Jewelers’ Circular. 


WATCH AND CLOCKMAKER desires 
position; 22 years’ experience; can re- 
pair all makes of watches; 44 years old, 
American. G. Leitner, 2534 New Haven 
Ave., Ft. Wayne, Ind. 








SALESMAN selling high class platinum 
novelties, limited line, best trade, road, 
locally, desires change, more varied 
line; drawing account. Address “‘C., 
5382,’" care Jewelers’ Circular. 





WATCHMAKER, 25 years’ experience, 
capable of doing first class repair work, 
estimating, desires position in New 
York City or vicinity. Address Otto 
Seelig, 918 Faile St., Bronx, N. Y. 


EXPERT watchmaker-salesman, age 31, 
15 years’ experience, capable taking en- 
tire charge repair department; own 
tools; best references; willing to locate 
anywhere. Address “P., 5231,” care 
Jewelers’ Circular. 





WATCHMAKER, desires position; young 
man, willing to work, will go anywhere; 
experienced in all branches of watch 
and clock repairing; best of references. 
po a “Q., 5237,” care Jewelers’ Cir- 
cular. 





SALESMAN, having long acquaintance 
with department store buyers, retail 
jewelers, Middle West territory, would 
like to connect with a manufacturer. 
Address ‘Reliable, 5232,’ care Jewelers’ 
Circular. 





YOUNG MAN, 26, six years in retail 
store, watch, clock and jewelry repairer, 
estimate repairs, act as salesman; best 
reference; go anywhere, South or Mid- 
dle West preferred. Edgar Homm, 1317 
La Paloma, Memphis, Tenn. 





SALESMAN, established 14 years, through 
Middle West, open for good popular 
price diamond and mounting or special 
line to jeweler; middle age; references; 
now employed. Address “Q., 5289,” 
care Jewelers’ Circular. 





WATCHMAKER, OPTOMETRIST; nice 
work; honest, long experience, unques- 
tionable references, very industrious; 
reasonable salary; clocks, other work, 
take charge if desired, anywhere. 
Daniels, Watchmaker, Stoneham, Mass. 





BOOKKEEPER AND STENOGRAPHER, 
over 10 years’ ——— jewelry line; 
thorough knowledge all detail work; 
—— taking charge; references. 
hg “A,, 5027,” care Jewelers’ Cir- 
cular, 








FIRST CLASS watchmaker, engraver, 20 
years at bench; thoroughly competent; 
railroad, Swiss bracelet work or take 
charge; best references; North or 
South; all letters answered. Address 
% 5292,” care Jewelers’ Circular. 


STENOGRAPHER, employed past three 
years by well-known instalment jewelry 
concern; highest references; operate 
Monitor switchboard; salary secondary. 
eet, 7017 19th Ave., Brooklyn, 





THOROUGHBRED WATCHMAKER 
wants trustworthy position at low sal- 
ary to start; all tools; go anywhere. 
Communicate please Mr. E. Brann, 
a Office, General Delivery, Memphis, 

enn. 


MANUFACTURING JEWELER, diamond 
setter, letter engraver, wishes perma- 
nent position; 14 years’ experience at 
the bench and front; best references. 
Sens “V., 5302,” care Jewelers’ Cir- 
cular. 








FIRST CLASS WATCHMAKER, repair 
any make; 18 years’ experience; make 
parts if necessary; can wait on trade; 
good references; neat appearance. Ad- 
“N., 5280,” care Jewelers’ Circu- 
ar. 





WATCHMAKER AND SALESMAN, de- 
sires change; skilled on railroad and 
wrist-watches ; can estimate and run de- 
partment; 20 years’ experience; best 
of references. Address “J., 5273,” care 
Jewelers’ Circular. 





SALESMAN, 24, five years’ experience 
with large Broadway retail store, de- 
sires connections with retail or whole- 
sale establishment; excellent creden- 
tials. Address “G., 5310,” care Jewelers’ 
Circular, 





YOUNG LADY, bookkeeper, stenographer, 
typist, eight years’ experience with two 
diamond importing firms; capable of 
taking charge of office; references. Ad- 
— “A., 5307,” care Jewelers’ Circu- 
ar. 





SALESMAN, experienced selling high- 
grade line ladies’ watch cases to whole- 
sale trade; following New York City 
and East; also consider watch bracelet 
line. Address “H., 5271,” care Jewelers’ 
Circular. 





ALL ROUND REPAIRMAN, North Da- 
kota, 25 years’ bench, sales, estimate, 
deliver and managing; erican, mar- 
ried; A-1 references; $35 week; prefer 
Minnesota or Dakotas. Address “V., 
5288,” care Jewelers’ Circular. 





WATCHMAKER, ENGRAVER, jewelry 
repairer; good references; store experi- 
ence and thorough school training; de- 


sires position in Eastern States. Ad- 
— arl Neyer, 160 Main St., Slating- 
on, Pa. 





YOUNG MAN wishes to represent in New 
York, or travel for manufacturing con- 
cern of Providence or Attleboro; selling 
jewelry for past 15 years; best refer- 
ences. Address “R., 5328,” care Jewel- 
ers’ Circular. 





FIRST CLASS watchmaker and sales- 
man, American, capable to take full 
charge of repair department, desires 
position with first class American firm; 
New England preferred. Address “T., 
5336,” care Jewelers’ Circular. 





FIRST CLASS WATCHMAKER, Ameri- 
can, age 31, desires to connect with re- 
liable firm as manager of department; 
best references; prefer Baltimore or 
Washington. Address “Permanent, 5331,” 
care Jewelers’ Circular. 








YOUNG LADY, 10 years’ experience, 
eight years one house, desires position 
as bookkeeper and stenographer; cap- 
able of complete charge; references. 
—- “*V., 5364,’ care Jewelers’ Cir- 
cular. 





COMBINATION watchmaker, jeweler, 
Setter and engraver; can take charge 
of repair shop; North Eastern States 
preferred; first class references. Ad- 
he “D., 5374,”’ care Jewelers’ Circu- 
ar. 





(Special Notices continued on page 194) 
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SITUATIONS WANTED—Continued 





SALESMAN, 16 years’ experience selling 
watches, clocks and jewelry, desires 
connection with wholesale house; best 
of references furnished; owns. car. ‘Ad- 
avons “D., 5347,” -care Jewelers’ Circu- 
ar. 


SALESMAN, 28, well-educated, now em- 
ployed in semi-precious stone and pearl 
house, would like to make new connec- 
tion along same lines; traveling or in 
the city. Address ‘“B., 53438,’’ care 
Jewelers’ Circular. 


MATERIAL MAN, thoroughly experienced 
in watchmakers and jewelers supplies, 
age 29, desires position in New York 
City or vicinity; best references. Ad- 
—— “B., 5369,”’ care Jewelers’ Circu- 
ar. 











FIRST CLASS jeweler, engraver, expert 
on repairs, special orders, diamond set- 
ting, engraving, capable of handling 
first class repair department; best refer- 
ences. Address ‘‘A., 5341,’’ care Jewelers 
Circular. 





YOUNG LADY, seven years’ experience, 
general detail work with watch im- 
porters, wishes position with reliable 
jewelry or watch concern; best refer- 
ences. Address ‘‘A., 5342,’ care 
Jewelers’ Circular. 


SALESMAN WITH CAR desires repre- 
sentation for Pennsylvania, Middle 
West or Southern States; 15 years’ ex- 
perience calling on retail jewelers; eight 
years with last concern. Address “T., 
5371,’’ care Jewelers’ Circular. 


SALESMAN, 12 years in business, cap- 
able taking charge of buying and pro- 
duction end; for past two years selling 
platinum diamond jewelry in Metropoli- 
tan area; best references. Address ‘‘D., 
5379,’ care Jewelers’ Circular. 











CREDIT JEWELRY MANAGER, thor- 
oughly experienced sales-promoter, col- 
lection specialist, every phase instal- 
ment business, desires managerial posi- 
tion, East; excellent references. Ad- 
dress “H., 5228,” care Jewelers’ Circu- 
ar. 





YOUNG MAN, 27, desires inside: position 
with a wholesale jewelry concern, New 
York City preferable; in the past: has 
been_inside and outside salesman with 
a leading American watch distributor; 
highest of references. Nat Stern, 4908 
Gransback St., Philadelphia, Pa. 





SALESMAN,. married, age 28, 13 years’ 
retail jewelry experience, three years 
as. manager, two years’ experience on 
14th St., New York; also one year out- 
side selling; will accept outside or in- 
side position; A-1 references. Sidney 
Tolkan, 352 Pulaski St., Brooklyn, N. Y. 





SALESMAN, CREDIT MANAGER, long 
experience, splendid past. connections; 
New York City preferred; expert watch 
and jewelry salesman; splendid window 
trimmer ; available on one week’s notice. 
Address “H., 5161,” care Jewelers’ 
Circular. — 





YOUNG LADY, three. years’ experience, 
reliable wholesale jewelry concern, en- 
tire charge stock and house orders, as- 
sistaht bookkeeper, operate monitor 
switch board, also general office work ; 
furnish best references. Address “S., 
5182,” care Jewelers’ Circular. 





WATCHMAKER, JEWELER, with full 
knowledge and details of business, de- 
sires to quit bench and enter road 
work; would like to correspond with 
firm desiring a good, neat man, age 40; 
have car. Address “Jeweler,” 1704 Tin- 
dall Ave., Trenton, Mo. 





ENERGETIC credit jewelry store mana- 
ger, thoroughly experienced in selling, 
credits, collections and all details of 
successful management, desires connec- 
tion with live Mid-West organization. 
Saprens “R., 5238,’ care Jewelers’ Cir- 
cular. 


EXPERT WATCHMAKER desires posi- 
tion in first class store; 22 years’ ‘ex- 
perience; 10 years in present position ; 
fast and thoroughly competent on high 
grade work;. wrist watch work pre- 
ferred; good references. Address ‘“‘W., 
5303,’’ care Jewelers’ Circular. 


EXPERIENCED SALESMAN, | selling 
novelties and jewelry, desires a connec- 
tion with a concern having a‘high grade 
line and desiring a hard worker as 
salesman in New York City and vicin- 
ity. Address “B., 5308,” care Jewel- 
ers’ Circular. 








JEWELER, diamond setter, engraver, ex- 
pert on fine repairs and special orders ; 
capable of taking charge ef repair de- 
partment; best references; retail store 
preferred. William K. hn, care ‘ 
Cohn & Co., Jewelers, 504 West 4th 
St., Winston Salem, N. C. 


DIAMOND SETTER and engraver, ex- 
pert in either branch on the highest 
grade of work; also make designs; 
finest references. Address “H., 
5350,”’ care Jewelers’ Circular. 


FIRST CLASS WATCHMAKER, special- 
izing on American and small Swiss 
bracelet watches, some clock, jewelry 
repairing; salesman; married, age 34; 
references; will go anywhere. Earl 
—* 2116 Jackson St., Dubuque, 
owa. 











RETAIL SALESMAN, manager, buyer, 
15 years’ experience; antique, modern 
jewelry, silverware, precious stones; 
buying, selling, appraising, repairing ; 
seeks reliable, permanent connection ; 
excellent references. Address “W., 
5338,” care Jewelers’ Circular. 





MATERIAL MAN, 15 years’ experience: 
thorough knowledge of maintaining and 
dispensing of Swiss watch materials 
and complicated parts; also understand 
estimating on repairs; best of reference 
assured. Address “K., 5321,” care 
Jewelers’ Circular. 





YOUNG LADY, desires position; six 
years’ experience. with manufacturing 
jewelers; capable of taking charge of 
order department, stock, repairs and 
various detail work. Alice Bachen- 
heimer, 5920 41st Ave., Woodside, L. I., 
m:, 2. 





MANUFACTURING JEWELER, well ex- 
perienced, all kinds work, including 
platinum, square top setting, repairs; 
go anywhere; unquestionable refer- 
ences; now in Texas; salary not im- 
portant. Address ‘‘Q., 5358,’ care 
Jewelers’ Circular. 





ABLE ASSISTANT AVAILABLE; can 
efficiently serve any department of 


jewelry business, wholesale or retail; 
seven years’ experience; additional 
qualifications’ merit interview. Miss 
Anita Springer, 610 West 113th St., 


New York. Cathedral 8-8590. 





A-1 WATCHMAKER, all makes; own 
tools; 37 years of age, single, of neat 
appearance; do jewelry repairing, also’ 
clocks, some stone mounting, wait on 
trade; 15 years’ experience; will give 
first class references. Address D. E. 
Grissom, Box 304, Demopolis, Ala. 





INSTALMENT MANAGER, 15 years’ re- 
tail credit experience as A-1 salesman ; 
window-trimmer, care collections, check- 
ing credits. write newspaper and direct 
mail advertising; a real go-getter, not 
afraid of work and long hours; finest 
of references; moderate wage. Ad- 
dress “*T., 5009,” care Jewelers’ Circular. 





FIRST CLASS WATCHMAKER desires 
permanent position with reliable firm ; 
capable of taking charge; good esti- 
mator, salesman, six years’ retail store 
and watch factory experience; all 
around man if necessary; tools and ref- 
erences. Address “O., 5285,” care 
Jewelers’ Circular. 








CERTIFIED WATCHMAKER, now em- 
ployed, desires position with reliable 
concern as head man, or will manage 
small store; competent and reliable; 20 
years’ experience ; American ; reference; 
own tools; South or Central states pre- 
ferred. Address “C., 5266,” care Jewel- 
ers’ Circular. 





EXPERT WATCHMAKER and corner 
man, good salesman, 11 years’ ex- 
perience; fine appearance and per- 
sonality; first class store only; 
excellent references. Address C. M. 
Allen, McNeel Jewelry Co., San 
Antonio, Tex. 





WATCHMAKER, strictly dependable, A-1 
mechanic, 34 years of age, 18 years’ ex- 
perience ; competent on high grade Swiss 
and American watehes; full set of 
tools; neat appearance; references; de- 
sires position in exclusive jewelry store 
in large city. Address “E., 5257,” care 
Jewelers’ Circular. 





MANAGER OF STORE, 37, married; 
14 years’ experience; excellent 
salesman, personality and appear- 
ance; familiar every phase of the 
business; wishes connection. Ad- 
dress “S., 5113,” care Jewelers’ 
Circular. 





TRAVELING SALESMAN, with experi- 
ence in watches, diamonds, platinum 
and white gold ring mountings, rings 
and regular jewelry lines, now ready to 
make new connection for Southern ter- 
ritory; only first class lines and manu- 
facturers of good reputation need reply ; 
good reference furnished. Address “A., 
4963,” care Jewelers’ Circular. 





RAILROAD WATCHMAKER, _ en- 
graver, Swiss bracelet work, 20 
years’ jewelry store experience; 
highest reference; take full charge 
department; inspection or work at 
bench; North or South. Address 


. \“R., 5291,” care Jewelers’ Circular. 





WATCHMAKER, first class, accurate, a 
real mechanic, also good engraver, 
jeweler, diamond setter, salesman, all 
around man; thorough knowledge of 
jewelry business; 17 years’ experience; 
good references ; steady, industrious, age 
35, married; permanent position, salary 
$50. Address “Watchmaker,” 404 South 
Baker St., Salina, Kansas. 





MANAGER, cash or credit store; 15 
years’ experience, last 9 years as 
manager with one credit firm; neat 
appearance, pleasing personality, 
age 32, married; best references. 
Address E. L. Potter, 2600 A St., 
Lincoln, Nebr. 





SALESMAN, a go-getter, 18 years’ ex- 
perience, cash and credit stores; real 
salesman, trim attractive windows, 
capable and experienced in managing; 
knowledge of every angle of retailing, 
check credit, care of collections; fine 
references; salary desired, $50 week; 
long hours no objection. Address “K., 
5274,” care Jewelers’ Circular. 





SUPERINTENDENT and executive ef 
exceptional experience and ability 
in creating and organizing produc- 
tion of general line of jewelry insur- 
ing positive costs in all departments. 
Address “J., 5378,” care Jewelers’ 
Circular. 





PART-TIME bookkeeper, stenographer ; 
young lady will make daily, weekly or 
monthly arrangements to write up and 
close your books, send out statements, 
handle correspondence and various de- 
tails; eight years’ experience in jewelry 
line; excellent references. Ray 
Schechter, Bryant 9-4405, Room 1241, 
15 West 47th St., New York. 








DIAMOND MAN, thoroughly experi- 
enced in buying, selecting, etc.; also 
capable of taking full charge of 
diamond special order work; 33 
years of age; 20 years’ experience 
in jewelry business. Address “L., 
5352,” care Jewelers’ Circular. 
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SITUATIONS WANTED—Continued 





WATCHMAKER AND ENGRAVER, good 
on all kinds of wrist watches and clocks, 
also set diamonds; do some. jewelry 
work and manufacturing; learned trade 
in England: ‘past 15 years with one 
concérn; steady, accurate worker; mar- 
ried, good habits: salary $60 a week. 
Wm. Storey, 11 W. Adams St., 
Phoenix, Ariz, 





SALESMAN, Gentile, 32, single, ten 
years’ road experience, two houses, 
all territory Southeast Ohio; present 
employer retiring; knowledge pre- 
cious stones, general jewelry, whole- 
salers and retailers; highly recom- 
mended. Address ‘‘M., 5354,” care 
Jewelers’ Circular. 





BUYER, APPRAISER = or salesman, 
wishes to connect with a reliable con- 
cern; traveled East,, West and Middle- 
West for 24 years for myself; have a 
good following in loose ' diamonds, 
platinum goods, white gold goods and 
watches; will furnish best reference; 
will consider inside position in New 
York City or vicinity. Address “F., 
5156,” care Jewelers’ Circular. 





YOUNG MAN, 33 years of age, expe- 
rienced in all branches of jewelry 
business, thorough knowledge of 
diamonds, watches and_ jewelry; 
excellent salesman; connection with 
retail, manufacturing or wholesale 
concern = _ desired. Address ‘“‘J., 
5351,” care Jewelers’ Circular. 





WATCHMAKER AND BUYER, at present 


with nationally known mail order house, 
seeks a position as manager of watch 
department; acknowledged ability to 
differentiate quality of watch move- 
ments, and good taste in watch samples: 
able organizer of large watch repair 
department; age 34, 17 years’ experi- 
ence, married: best of references. Ad- 
dress “P., 5166,’ care Jewelers’ Circular. 








EXPERIENCED, skilled watchmaker, 
take in and estimate work, also 
salesman; 27 years’ experience; 14 
years in charge of repair depart- 
ment; best of references; not a 
floater; Eastern or Southern states 
preferred. Address “S., 5330,” care 
Jewelers’ Circular. 





YOUNG MAN, 29, wants position as 
watchmaker, engraver, jewelry repair- 
man and diamond setter: can repair 
watches in factory-like manner, both 
railroad and bracelet watches; A-1 
references in regard to ability and 
character; am presently employed; can 
come March Jst; $45 per week or com- 
mission: Bradley trained Address 
W. P. Glasgow, Murray, Ky. 





SALESMAN, middle age, Gentile, nation- 


ally and favorably known, established 
in all territories, experienced higher 
grade diamonds, platinum, etc., wishes 
to hear from established manufacturers 
or importers of high character; also 
would consider non-travel engagement 
requiring executive ability and wide 
knowledge of jewelry industry and vast 
acquaintance throughout the country 
with all wholesalers and retailers of 
prominence. Address “Advertiser,” 572 
Carlton Ave., Brooklyn, N.Y. 











SALESMAN WANTS CONNECTION 
with firm of financial stability and 
some optimism; general line or 
specialty large enough for full time ; 
ten consecutive years with one firm 
handling watches, diamonds, jewel- 
ry, clocks and silverware; Middle 
and Western territory; would con- 
sider any territory with known line. 
Address “Z., 5249,” care Jewelers’ 
Circular. 





WATCHMAKER, A-1, 35 ‘years of age, 


20 years’ experience; complete set of 
tools; good- appearance; first class -ref- 
erences: also able to take full charge 
of watch repair department; desires 
position in exclusive jewelry store in a 
large ‘eity.~- Address~-“‘G., 5258, care 
Jewelers’ Circular: 





HIGH CLASS. WATCHMAKER, pres- 


ently employed with the finest house 
in the country, well. educated, per- 
sonality, energetic, 20 years’ experi- 
ence on Swiss and American 
watches, repeaters,  split-seconds, 
chime and mantel clocks, do wheel 
cutting, wants steady position with 
first class house only to manage 
repair department; excellent refer- 
ences; state salary; will consider 
part interest. Address “A., 5368,” 
eare Jewelers’ Circular. 














Lines Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 








MANUFACTURERS’ 


SALESMAN covering New Jersey, New 


York City and environs by automobile, 
desires a reputable line to sell in con- 
junction with a gold ring line; have a 
large following and sell better retail 
jewelers: covered this territory over 12 
vears. Address ‘‘T., 5242,’’ care Jewelers’ 
Circular. 





representative, 
New York office, with strong 
following among the Metropolitan 
and Eastern wholesale jewelers, 
watch importers and material job- 
bers, desires additional reputable 
factory line. Address “B., 5253,” 


eare Jewelers’ Circular. 





A LEADING IMPORTER who has an ex- 


cellent, energetic salesman in the Mid- 
dle West and Texas, desires active 
manufacturers’ line, not exceeding one 
telescope for him; calling on best job- 
bers in the large cities only, with Chi- 
eago as his headquarters; commission 
basis. Room 82, 65 Nassau St., New 
York. 





SWISS REPRESENTATIVE, 


MANUFACTURER OR IMPORTER 


whose line could be handled either 
as a side line or main line by an 
established organization selling the 
leading jewelry stores in the East 
and Middle West; office and show 
rooms located on Fifth Avenue, New 
York. Address “A., 5194,” care 


Jewelers’ Circular. 





SALESMAN, ealling on jewelry, depart- 


nent and gift shop trade, wants first 
lass line of active, popular merchan- 
dise for Ohio, Indiana or Michigan; 
iovelties, jewelry, diamond mounted 
rings, watches, clocks or silverware; 
main or side lines; 15 years same ter- 
ritory: references. Address “P., 5326,” 
eare Jewelers’ Circular. 








going 
abroad to France and Switzerland, 
will represent any firm for negotia- 
tions in watches or jewelry; can 
supply first-class references from 
the best firms in New York; has 
‘thorough knowledge of jewelry and 
watches of all kinds. Address “W., 
5245,” care Jewelers’ Circular. 





CORRESPONDENCE 


SOLICITED from 
manufacturers, wholesalers, distribu- 
tors and high grade jewelry merchants 
regarding manufacturing their gold and 
platinum jewelry: have organization 
of expert jewelers with thoroughly 
equipped plant; can make up finished 
article from your blanks and parts sayv- 
ing vou manufacturing and overhead 
costs; we specialize in special order 
work to the trade; can do your hand 
chasing and overlay work at low cost. 
Address “N., 5357,’’ care Jewelers’ Cir- 
cular. 


SALES REPRESENTATIVE with es- 


tablished following wishes to an- 
nounce his services available April 
Ist; extensive acquaintance with 
jobbers, department stores and in- 
stalment buyers in New York, Phila- 
delphia, Baltimore and Washington; 
references and recommendations 
gladly submitted. Address “A., 


5372,” care Jewelers’ Circular. 


Side Lines. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 

















SALESMAN WANTED for Middle West 


territory; finest line of platinum brace- 
let mountings: commission basis. M. 
Waslikoff, 44 W. 48th St., New York. 





SALESMAN, for progressive side-line of 


platinum jewelry, on commission basis: 
Mid-Western or Western territory. Ad- 
dress “X., 5247,’ care Jewelers’ Circu- 
lar. 





SALESMEN WANTED, in all States, 


for side lines only, on watches; on 
10% commission basis. Ace Watch 
Corp., :16 Nassau St., New York. 





SALESMEN to call on school and college 


girls, and girl employees of insurance 
and industrial companies, etc., with 
picture bracelet novelty. Write Edwin 
ee 67 West 44th St., New 
ork. 





SALESMAN, 


Middle-West territory, to 
sell our line of wedding rings direct to 
the retail trade; straight commission: 
state all particulars in first letter. 
Charles M. Levy & Son, 40 W. 48th St., 
New York. 





SALESMAN 


WITH FOLLOWING -o 
carry a very fine line of wedding rings 
and flexible watch attachments, in 
Metropolitan territory, cominission 
basis. Philip Krasnow, 41 John St., 
New York. 





SALESMEN who now visit schools, col- 


leges, etc., with student jewelry line, 
to sell Alex. Taylor Athletic Goods as 
side line; write for particulars. 
Alex. Taylor & Co., 22 East 42nd 
St., New York. 





MANUFACTURER of wrist watch cases 


and attachments seeks manufacturers’ 
agents in several territories; popular 
priced line, nationally known concern; 
state full particulars and territory cov- 
ered. Address “T., 5332,” care Jewel- 
ers’ Circular. 





LONG ESTABLISHED 


importer de- 
sires salesman to carry a side line 
of costume jewelry, sold to jewelers 
and department stores; commission 
basis only; state territory. Address 
“A,, 5381,” care Jewelers’ Circular. 








Help Wanted. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 








WATCHMAKER, JEWELERS or opticians 


looking for a position, please write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, fll. 








CREDIT JEWELRY 


WATCHMAKER AND SALESMAN, for 


large credit chain jewelry store; great 
opportunity for advancement. Address 
“O., 5175," care Jewelers’ Circular. 





STORE szelesman 
wanted by leading chain: opportunity 
for advancément to live wire; state 
salary and experience. Address “N., 
5176,” care Jewelers’ Circular. 
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HELP WANTED—Continued 





SALESMAN WITH FOLLOWING in New 
England and Pennsylvania for line of 
jewelers’ supplies ; must be experienced ; 
excellent opportunity. Address “O., 
5324,” care Jewelers’ Circular. 





WATCHMAKER who can do railroad 
work, act as salesman, repair bracelet 
watches ; situation permanent, salary 
= week ; located in the West. Address 

Ww. w., 4975,” care Jewelers’ Cir- 





WANTED, expert watchmaker, jeweler, 
engraver and salesman, one who knows 
the jewelry business thoroughly; steady 
position to the right man; write full 
particulars, salary willing to start, etc. 
J. W. Nichols, Uniontown, Pa. 





SALESMAN for New York City trade 
wanted; medium line work and special 
order work; must have a following; 
reference required; good opportunity to 
the right man. Address “F., 5349,’ care 
Jewelers’ Circular. 





SALESMEN WANTED to sell electric 
clocks on commission basis; all terri- 
tories open; no objection to non-con- 
flicting side lines; attractively priced. 
Address “K., 5263,” care Jewelers’ 
Circular. 


OPTOMETRIST licensed in the State 
of Connecticut, for credit jewelry 
store; good opportunity for right 
man. Address “F., 5215,” care 
Jewelers’ Circular. 








WANTED, MANAGER for a_ credit 
jewelry store; one who is familiar with 
sales, collections and promotion; for 
store located in Western City; very 
good salary and commission; Jewish 
descent preferred. Address “W., 5185,” 
care Jewelers’ Circular. 





WATCHMAKER, must be first class in all 
respects, able to take full charge; 
good steady New York position for 
right man; state references, age, ability 
and wages in first letter; one speaking 
Italian preferred. Address “E., 5315,” 
care Jewelers’ Circular. 


WATCHMAKER, who can engrave, 
wait on trade and repair wrist 
watches successfully; salary $60 
week; permanent position in the 
West. Address “W. H. S., 4976,” 
care Jewelers’ Circular. 








ENERGETIC EXECUTIVE of proven 
ability to manage progressive instal- 
ment house in New York City, with a 
thorough knowledge of office system 
and ability to pep up and maintain at 
maximum efficiency large sales force; 
state particulars. Address ‘“K., 5228,’’ 
care Jewelers’ Circular. 


THE POOLE SILVER COMPANY of 
Taunton, makers of high grade pew- 
ter and silver-plated hollowware, de- 
sires a salesman to represent them 
throughout the South, on a com- 
mission basis; only one who has 
non-conflicting lines and is ac- 
quainted with the first class jewelry 
and department stores wanted. 








MANAGER, Fifth Avenue stationery de- 
partment; a leading Fifth Avenue (New 
York) store has need of a manager for 
its stationery department; this is an 
unusual opportunity for a young man 
who is now in a second position with- 
out immediate opportunity for advance- 
ment; experience with the best metro- 
politan trade and an understanding of 
the best social stationery and engraving 
are essential; in application state fully: 
experience, qualifications and _ salary. 
Address “Y., 5188,” care Jewelers’ 
Circular. 





A LONG ESTABLISHED FIRM can 
offer an instalment store manager 
of good record an elegant opportu- 
nity; the man desired is one who 
has really accomplished things and 
understands the thorough applica- 
then of the instalment jewelry busi- 
ness; applicant must make small in- 
vestment. Address “C., 5178,” care 
Jewelers’: Circular. 








Employment Service. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





POSITIONS, $3,500 to $25,000, can 
be negotiated through our confiden- 
tial letters written to prospective 
employers. Write or call, Bernard 
Service, Dept. V., 101 W. 37th St., 
New York. 


For Sale. 


Stores, Stocks and Businesses 
Minimum charge (25 words) $1.50 


Additional words, 5 cents a word. 








SMALL attractive jewelry store on main 
avenue in Bronx; low rent; good oppor- 
tunity; partners can't agree. Inquire 
1091 Prospect Ave., Apt. 4, Bronx, N. Y. 


JEWELRY STORDB, Lee, Massachusetts, 
in the Berkshires, paper mill town; 
fine store, good location; ill health rea- 
oo for selling. George A. Colton, Lee, 

ass. 


FOR SALE, Los Angeles jewelry store 
established 34 years in downtown sec- 
tion; repairs will pay rent and watch- 
maker; $10,000 will handle. Address 
“G., 5198,’" care Jewelers’ Circular. 











FOR SALE, a successful jewelry store, 
established 15 years, in a good location; 
jeweler wishes to retire. Address 
‘“‘Jeweler,’’ 82 Main St., Woonsocket, 





SACRIFICE, JEWELRY STORE, estab- 
lished, splendid location, New Jersey; 
exceptional opportunity; low _ rental. 
Address “V., 5184,” care Jewelers’ 
Circular. 


FOR SALE, highly successful jewelry and 
watch repair business in Los Angeles; 
located in heart of wealthy trade dis- 
trict. Owner, Wm. Bangel, 251 N. Ver- 
mont, Los Angeles, Calif. 


FULLY EQUIPPED gold ring plant, a 
large number of dies, for sale very rea- 
sonably ; cheap rent in Newark, N. J.; 
will consider partnership. Address “G., 
5158,” care Jewelers’ Circular. 











JEWELRY STORE, including watch re- 
pair business, located 42nd St., New 
York; low rent; will sacrifice; ill-health 
reason for selling. Address ‘‘V., 5243,”’ 
care Jewelers’ Circular. 


FOR SALE, well established jewelry busi- 
ness, stock and fixtures, in Rawlins, 
Wyo.; death of W. L. Robertson, owner, 
reason for selling. For particulars ad- 
dress Mrs. W. Robertson, Box 406, 
Rawlins, Wyo. 








GREAT OPPORTUNITY for watchmaker 
with small capital to buy out a well 
known trade repairing shop in New 
York, or consider partnership. Ad- 
dress Room 1101-A, 36 West 47th St., 
New York. 


JEWELRY STORE, established, New 
York City, for 30 years, for sale by 
widow; especially attractive to watch- 
maker or jeweler with small capital. 
Address “C., 5311,” care Jewelers’ 
Circular. 


STORE FOR SALE, West 42nd Street, 
New York; novelty, solid gold jewelry ; 
excellent for watchmaker; rent $200; 
complete security and fixtures, $500. 
Address “Q., 5327,” care Jewelers’ 
Circular. 








FOR SALE by inventor “patent” in ruling 
instrument for engravers; very practi- 
cal; will not refuse any reasonable 
offer. Address “T., 5293,’’ care Jewel- 
ers’ Circular. 





FOR SALE, cash and credit jewelry store, 
with or without stock and accounts; 
one hundred per cent location; cheap 
lease, in busy manufacturing ‘city of 
over 65 thousand population in Middle 
West. Address “Z., 4629,” care Jewel- 
ers’ Circular. 





LEASE AND MODERN FIXTURES, very 
cheap; no stock; the old established 
Parker and Van Cleve re 23 Park 
Place, Morristown, N. J.; 100% _ loca- 
tion; wonderful Spportunity, A. 
Weber, 23 Park Place, orristown, 





GOOD OPPORTUNITY; obliged to go 
back to Europe, will sell watch repair- 
ing shop located in good Pennsylvania 
town, doing $300-$350 watch repairing 
work monthly; some selling aside; for 
stock, price around $2,500, all cash. 
= “D., 5071,” care Jewelers’ Cir- 
cular. 





JEWELRY SHOP FOR SALE; equip- 
ped for platinum diamond jewelry; 
could be used by Dental Laboratory ; 
35 branches; heart of Brooklyn; 
modern building, cheap rent. Ad- 
dress “B., 5195,” care Jewelers’ 
Circular. 





JEWELRY STORE in New York City, 
established 53 years; excellent location ; 
no competition; new fixtures; low rent, 
long lease; highly rated; invoice about 
$18,000; employ three repair men all 
year around ; will sell at a great sacri- 
fice; want to retire. Address “D., 
5314,” care Jewelers’ Circular. 





OPPORTUNITY; beautiful, newly 
fixed jewelry store, downtown 
Brooklyn; well established; long 
profitable lease; will sell with or 
without stock ; $4,000 cash required. 
Address “S., 5335,” care Jewelers’ 


Circular. 





FOR SALE, old, well established, high 
class jewelry store in live Illinois City 
of 50,000 inhabitants; new modern 
front; four year lease, best location in 
the city ; stock has been reduced, will 
require about $8,000 to swing ‘deal; 
good optical department and _ repair 
trade; good reason for selling. 1 
Oesterle & Son, Joliet, Illinois. 





FOR SALE, well equipped jewelry 
shop with latest improvements, 
tools, tool-room, up-to-date dies for 
gents’ and ladies’ rings, also office 
fixtures; big opportunity for a fully 
equipped manufacturing plant; 
lease expires May Ist, subject to 
renewal; easy terms. Address “D., 
5205,” care Jewelers’ Circular. 





RENT OR SELL, forty years as jewelry 
store; death former owner causes above 
opening; fixtures for sale, include very 
fine mirror 108 inches by 72 inches; 
large stock safe; six cases and tables; 
four large wall cases with two mirrors, 
one in center of each pair; all ae vd 
sold; opportunity for live jeweler. Ad- 
dress Frank Byrns, Adm., Jacksonville, 
Illinois; growing city, many hard roads. 








MODERN and completely equipped 
jewelry shop and offices located in 
uptown, New York, district, consist- 
ing of heavy and light machinery, 
complete tool room, refining room, 
polishing room and benches; entire 
top floor of about 4200 square feet 
with skylights; permanent North 
light; price attractive. Address “J., 
5320,” care Jewelers’ Circular. 
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FOR SALE—Continued 





OLD ESTABLISHED Chicago jewelry 
shop for sale, specializing in the manu- 
facture of fraternity and Masonic 
jewelry, also all fraternal society em- 
blems, medals, class rings and pins, 
special order work and repairs; dies 
for all of the above, also records and 
dies on hand for all past special orders ; 
fully equipped to handle any kind of an 
order or repair job brought into a retail 
jewelry store; several thousand active 
accounts on books; stock of salable 
merchandise, as described above, on 
hand; will sell with or without the 
stock; above is a going business, offer- 
ing a wonderful opportunity ; act quick- 
ly. Address “Circular, 5339,” 1104 
Heyworth Bldg., Chicago, Ill. 


fe 


For Sale. 


Tools, Equipments, Merchandise 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





SAFE (jeweler’s), $100 delivered. Acme 
Safe Company, 44 West 29th St., New 
York. Bogardus 3252. 


SIX 8-FOOT FLOOR CASES; three 
8-foot wall cases, used less than one 
year, $350, complete. Address Louis 
Cohen, 10008 St. Clair, Cleveland, Ohio. 


GENERAL jewelry manufacturing con- 
cern disposing of equipment, tools, dies, 
material for repairs, at prices that 
should interest anyone who can _ use 
same. Address “‘E., 5213,” care Jewelers’ 
Circular. 


FOR SALE, one of the original genuine 
Mosley lathes No. 2 hard, in excellent 
condition; counter shaft, etc.; Hough- 
ton face plate for No. 2 W. W.; im- 
ported slide rest for No. 2 W. W. Dan 
S. Park & Co., Cheyenne, Wyoming. 


DIALS, collection about 2150 printing 
plates in perfect condition, also complete 
material for dial making; written in- 
structions given to beginner; excep- 
tional bargain. For particulars write 
to Eritsmann, 31 St. argareths Ave., 
Totteridge Lane, London, N. 20 Eng- 
land. 


SPECIAL LOW PRICES on watch ma- 
terials, fancy crystals, crowns, stems, 
bows, spring bars, swivels, staffs, jewels, 
etc.; we have customers in every state; 
send for our price list of special low 
offerings; you save on every_ item 
bought from us. Beck Brothers, Whole- 
sale Watch Materials, Noll Building, 
Fort Wayne, Indiana. 


FOR SALE, one Webster-Whitcomb lathe 
(hard), with the following chucks: 31 
regular wire, most of them stepped for 
jewels, one Culman balance chuck, one 
center chuck, one adjustable crown 
chuck, three stepped chucks, one screw 
chuck; these are in first class con- 
dition, having been used about three 
years, but have been in storage for 
several years; best offer takes them. 
Bennett & Babcock, Portsmouth Ohio. 


DUE TO FACTORY ALTERATIONS we 
have the following for sale at attractive 
prices: one Leeds & Northrup electric 
furnace—tool-type, with automatic con- 
trol; one special built end roller for re- 
ducing ring shank blanks; one Boland 
polishing lathe No. 1, with blower; one 
Boland lapping lathe No. 2, with blower, 
complete with steel discs; also, some 
jewelers benches and office equipment. 
Powers & Mayer, Inc., 58 W. 40th St., 
New York. 


Business Opportunities. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





























EVERY EFFORT is made by The Jewel- 
ers’ Circular to keep its advertising col- 
umns clean. Advertisers under Business 
Opportunities, etc., must furnish trade ref- 
erences. Announcements must pass the 
strict censorship requirements of The 
Jewelers’ Circular. 





A STRICTLY upright and successful auc- 
tion sale depends entirely upon the 
auctioneer. Write or wire Wm. H. 


Sheff, Auctioneer, Parkersburg, W. Va. 


HERE’S AN AUCTIONEER who places 
himself in your shoes and gets you 
most money. Write or wire Wm. le 
Sheff, Auctioneer, Parkersburg, W. Va. 





WANTED TO BUY FOR CASH, jewelry 
store in any part of Kentucky; advise 





at once. Address “R., 4338,” care 
Jewelers’ Circular. 
WANTED, JEWELRY STORE in or 


around Boston; will pay cash for com- 
plete jewelry stock. J. Thomasian, 742 
Huntington Ave., Boston, Mass. 


HOLD A CLEAN building-up and new 
customer-getter sale and continue in 
business with a clean slate. Wm. 2 
Sheff, Auctioneer, Parkersburg, W. Va. 


DO YOU WANT CASH for any part of 
your stock or stock and fixtures? Write 
or wire S. Siegel & Co., Keith Theater 
Bldg., Cincinnati, Ohio. 


DON’T SELL your stock and fixtures 
until you see us; we come to see you 
at our own expense; we will pay you 
more. B. Wolff & Co., 156 E. 42nd St., 
New York. 


WE WILL GUARANTEE to get you 100 
cents on the dollar for your surplus 
or entire stock; full particulars on re- 
quest. B. Wolff & Co., 156 E. 42nd 
St.. New York. 


CAN SELL your store, stock and fixtures 
for cash in ten days. Wire or write 
Robert E. Jones & Co., 3629 Wabash 
Ave., Cincinnati, Ohio. Jewelry auc- 
tioneers and brokers. 


IF YOU WANT AN AUCTION SALE 
that will realize you most cash for 
your investment, write or wire Wm. 
7 ee Auctioneer, Parkersburg, 

>. V& 























OPPORTUNITY for 
equipment ; salary or partnership; 
ground floor; jeweler established 19 
years, Glens Falls, N. Y. Address “D., 
5267,” care Jewelers’ Circular. 


optometrist with 





WILL PURCHASE for spot cash jewelry 
store, New York City or vicinity; must 
be established five years or over, with 
a good selling and repair trade. Ad- 
dress 5177,’ care Jewelers’ Cir- 
cular. 





PARTNER WANTED; established manu- 
facturing jeweler located in New York 
wants partner, salesman, with moderate 
capital, to further production and sales 
of quick-selling patented ring. Address 
““A., 5380, care Jewelers’ Circular. 





A CAPABLE AND RELIABLE broker in 
Germany for all kinds of precious and 
semi-precious stones will act for re- 
sponsible firms in United States. Albert 
Barth, Dietzen Str. 41, Idar., A.D.N., 
Germany. 





WANTED, CAPABLE WATCHMAKER; 
prefer young married man, to invest at 
least one thousand dollars in one of the 
most up-to-date small jewelry stores in 
Texas, on the Gulf Coast; real oppor- 
tunity for the right man. Address “L., 
5173,” care Jewelers’ Circular. 





EUROPEAN PLANT, first class silver- 
ware, offers agency for America; suc- 
cessful concern with famous authority 
in modern art; photographs, samples 
available; only high grade representa- 
tive. Address ‘‘O., 5233,’ care Jewelers’ 
Circular. 


ALWAYS PAID HIGHEST CASH price 
for complete jewelry stocks and 
fixtures. Sell out to old reliable 
Joseph M. Gordon, Room 603, 
Providence Bldg., Boston, Mass. 











ATTENTION JEWELERS! An opportuni- 
ty is now offered you to do business in 
our new Jewelers Center; now renting 
windows and show case space, very 
reasonable. For further information, 
call in person at 47th Street Jewelers 
Center, 54 West 47th St., New York. 


I HAVE PAID the highest cash price 
for jewelry stores for 40 years; I 
am a positive buyer if you really 
want to sell. Isaac Rich, Room 516, 
387 Washington St., Boston, Mass. 








ARE YOU GOING OUT OF BUSINESS? 
We pay highest cash value for entire 
stock or part of jewelry, diamonds and 
fixtures; communicate with us, it will 
be to your advantage; rating and ref- 
erences of the highest order. Van 
Praag & Co., 545 Broadway, New York, 
established 1889. 


FOR SALE, cheap, owing to reorganiza- 
tion, a Chicago plant suitable for a 
complete watch case repair shop, in- 
cluding machinery; dies and _ tools; 
would make a handy addition to a 
manufacturing jewelry shop. Address 
“Y., 5340,” care Jewelers’ Circular. 


HIGHEST CASH PRICES paid for 
jewelry stocks and fixtures; you will 
benefit by consulting us before sell- 
ing your stock. Brill & Brill, 10 
West 47th St., New York, N. Y. 
Telephone Bryant 9-1091. 


MORRIS KATZ’S diamond office offers 
an opportunity to a really capable road 
salesman to market a few highly com- 
petitive popular priced mounted dia- 
mond items; partnership proposition for 
this line to one who has capital; please 
make early a. m. appointment. 


WE PAY MORE; before selling 
jewelry or fixtures, see us; small or 
large stock; we see you at our ex- 
pense and give bona fide cash offer; 
(or send surplus stock and get cash 
by return mail); best references. 
Colmes Brothers, 11 Beacon St., 
Boston, Mass. 

















GANSBERG BROS., INC., will buy your 
surplus or entire stock and fixtures or 
estates for cash; our direct outlet 
enables us to pay you higher prices; 
all communications strictly confidential ; 
bank and trade references of the 
highest character. Write 37 Maiden 
Lane, New York. Telephone John 3454. 








HIGHEST CASH PRICES PAID for 
your surplus stock of diamonds, 
watches and jewelry; send your 
stock to me and receive money by 
return mail; national bank refer- 
ences; all business strictly confiden- 
tial. Emil Noel, 29 E. Madison St., 
Chicago, Ill. 


IF YOU WISH TO RAISE MONEY 
uickly and surely, our dignified, ef- 
ective, personal, modernistic sales ser- 
vice for reliable jewelers will solve 
your problem; or if you wish to sell 
out, we will buy your complete jewelry 
stock and fixtures (large or small), 
and pay best cash price; all communi- 
cations treated in strict confidence. 
Write or wire, Simon Cohen, 527 White 
Building, Buffalo, N. Y. 


RAISE CASH QUICKLY; we special- 
ize in liquidating part or entire 
jewelry stocks at public auction, 
without any financial loss to the 
jeweler; with our method of con- 
ducting a sale, we uphold the reputa- 
tion of the jeweler and gain the 
confidence of new customers; high- 
est references furnished. Brill & 
Brill, 10 West 47th St., New York, 
N. Y. Telephone Bryant 9-1091. 


DO YOU WANT TO REALIZE MORE 
for your entire stock and fixtures? 
Then sell out completely to us, get your 
cash and retire; it is the only logical 
way; you can profit from our many 
ears’ experience in the jewelry market 
y receiving our appraisement quickly 
and accurately; all corr ndence 
kept in strictest confidence; ship your 
dead or surplus stock to us, express 
collect and realize the cash by return 
mail; remember that you are under no 
obligation to | the check if it is 
not satisfactory; but others have been 
satisfied, so no doubt you will be, too: 
bank and trade references furnished 
upon request; wire or write today to 
have our representative call on you, 
or send in that surplus goods and re- 
ceive your -_ Gordon Bros., 333 
Washington St., Boston. Mass. 


(Special Notices continued on page 198) 
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BUSINESS OPPORTUNITIES—Cont. 

















QUICK RESULTS, cash at once; we 
pay the highest prices for your en- 
tire stock or any part of it; check 
by return mail; all shipments held 
ten days; National Bank reference. 
Benjamin D. Sachs, 1210 Mallers 
Bldg., Chicago, Ill. 





Wanted to Purchase. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





WANTED TO BUY, used optical equip- 
ment of every description; also your 
surplus optical merchandise. Address 
“K., 4571,” care Jewelers’ Circular. 





WANTED, used No. 3 screw press, 100 
lb. drop hammer, percussion press, 
hydraulic press, other shop machinery. 
Otto Riesinger, 217 Calumet Bldg., 
Tulsa, Okla. 


WANTED TO BUY, a chronometer and 
a complete wheel cutting attachment; 
state condition, make and price. Ad- 
dress “Circular, 259,’’ 1104 Heyworth 
Bldg., Chicago, Ill. 


Watch Work for the 
Trade. 


Minimum charge (25 words) $1.50 


Additional words, 5 cents a word. 














Cc —— 


TRADE WATCH REPAIRING by skilled 
mechanics: try us: 30 years’ experi- 
ence. G. Edward Fleisher, Lancaster, 
Pa. 


TIMEOLOGY = TIME-SERVICE watch 
and clock repairing, all kinds: American 
and European, for the trade; prompt 
service, expert workmanship. Samuel 
Bernard, 516 Fifth Ave., New York. 


SATISFACTORY SERVICE; fine and ac- 
curate watch repairing, small or com- 
plicated; new parts made for any make 
watch; highest references. M. Aschen- 
dorf. Expert Mechanical Watchmaker, 
65 Nassau St., New York. 














AT LAST, a real modern up to the min- 
ute scientific horological laboratory open 
to the trade; experts on all sizes and 
makes of watches; all work guaran- 
teed; bank references. Chicago Labora- 
tories, 1032 East 51st St., Chicago, Il. 





WATCHMAKER, specialist on fine 
watches, repairing and adjusting; new 
parts for any make watch or chronom- 
eter; all work absolutely guaranteed. 
Vincent Kelvel, 65 Nassau St., New 
York. 

FINE WATCH REPAIRING for the 
trade: good work, prompt service, rea- 
sonable prices: mail orders promptly 
attended to. Send your work to A. 
Grabelsky; a trial will convince you. 
Room 814, 106 Fulton St., New York. 


9 


Beekman 3-4782. 

ROBERT QUICK, scientific watch- 
maker for the trade; you will be 
pleased with the prompt attention, 
results and reasonable prices; satis- 
faction guaranteed. 155 Rosewood 
Terrace, Rochester, N. Y. 











TRY WATCH HOSPITAL; overhauling 
all sizes $1.50, with staffs $2.50, with 
hair springs, $2.75; all jewels, main- 
springs, stems, each 50c.; fancy crys- 
tals, K.K., 35c.; work guaranteed. 
Proprietor, E. Jones; 23 years’ school, 
factory and business experience, 162 
— St., New Britain, Conn. Phone 
0c. 








WATCH REPAIRING TO THE TRADE 
with a guarantee; positively no watch 
cleaning machine used; every move- 
ment taken apart; only experts em- 
ployed; seven day mail order service; 
at it since 1921; let us convince you. 
S. A. Peck & Company (formerly 29 
East Madison St.), now located 55 E. 
Washington St., Chicago, Ill.; members 
National Jewelers Board of Trade. 


CLOCK REPAIRING for the trade; 25 
years’ experience ; any clock, regard- 
less of make or kind, antique, 
French, chime clocks, chiming floor 
clocks; we remedy defects and fur- 
nish new parts if necessary; also 
wheels and pinion cutting; dials re- 
finished; electric clock movements 
installed in your cases. Wm. H. 
Enhaus & Son, 26 John St., New 
York. 

















Special Order Mork and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 








DESIGNING, etching, lettering, sports 
scenes, fine line etching of portraits, 
landscapes, and ornamentation relief or 
intaglio. J. J. Kwik, 512 Franklin 
Ave., Nutley, N. J. 





GUN REPAIR WORK for the trade; 
expert shotgun, rifle, revolver and auto- 
matic pistol repair work: send for 
wholesale gun and ammunition cat- 
alogue. <A. F. Stoeger, Inc., 509 Fifth 
Ave., New York. 





FOR GOOD WORKMANSHIP and prompt 
service, send your special order work, 
repairing and diamond setting to Quast 

Olsen, 5 S. Wabash Ave., Chicago, 
Ill., manufacturers of platinum and gold 
jewelry, Send for our 1931 catalogue. 


TENTH YEAR of perfect pearl string- 
ing; largest and best equipped 
establishment of its kind. Louis 
Maisner, 16th Floor, 48 West 48th 
St., New York. 


THE JEWELERS’ SHOP SERVICE of 
36 West 47th St., New York, offers you 
the best workmanship in repairing small 
and complicated watches and clocks, 
also jewelry repairing, engraving and 
diamond setting; one trial will convince 
you; mail orders attended promptly. 
Phone Bryant 9-7626. 


Eo Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 























SPACE TO LET in well lighted office, at 
cheap rental. Apply to Frank-Schmidt 
Co., 48 West 48th St., New York. 


PART OF LIGHT OFFICE, suitable for 
any branch of jewelry trade; phone 
service: rent reasonable. Room _ 500, 
81 Nassau St., New York. 


EXCEPTIONALLY most desirable half of 
office, North light, telephone and sten- 
ographic service, suitable for diamond 
dealer. Room 1102A, 22 W. 48th St., 
New York. 


PARTITIONED OFFICE, two large win- 
dows, privacy, suitable any non-manu- 
facturing use; reasonable rental. Morris 
oats. Room 1002, 68 Nassau St., New 

ork. 


DESIRABLE LOFT TO LET, 2500 square 
feet, first floor, good light, suitable for 
jewelry manufacturing; heat and power 
supplied: centrally located, rent $150. 
Rear 50 Walnut St., Newark, N. J. 

















TO LET, private office or office space at 
48 West 48th St., New York; North 
light, two windows; telephone service, 
ee service ; reasonable. Room 








PRIVATE SECTION of a nice office for 
rent; young lady constantly in attend- 
ance to take care of all messages; 
privileges of safe and office equipment. 
William E. Lynch, 15 Maiden Lane, 
New York. 





HIGH CLASS jewelry store desires to 
sub-let space and window display to 
kindred line; silverware or leather 
goods preferred. Corner Jackson 
and Michigan Boulevard, Chicago; 
Barnett & Co. 





FOR RENT, a well established watch re- 
pairing business in the heart of New 
York City; $200 a month rental; one 
month’s security required; all equipped, 
including all repairs; 30 days trial; won- 
derful opportunity for right man. <Ad- 
dress ‘S., 5370,’ care Jewelers’ Circu- 
lar. 

FULLY EQUIPPED jewelry factory 
and show room having 80’ of North 
light on 15th floor of Jewelers Man- 
ufacturing Building at 36 West 47th 
Street; every conceivable advantage 
for manufacturing tenant to con- 
sider this real opportunity; rental 
to right concern most. reasonable ; 
also several desirable spaces for 
manufacturing jewelers and allied 
trades at same address, 36 West 47th 
Street, New York; agent on prem. 


ises; Bryant 9-5299, 











Wanted to Rent. 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 








WATCHMAKER, thorough mechanic, 
neat, desires space in first class store. 
Address “G., 5272,” care Jewelers’ 


Circular. 





FIRST CLASS diamond setter wishes 
space with manufacturer or jobber who 
can also supply work; 15 years’ experi- 
ence; uptown New York preferred. Ad- 
ing “Y., 5248,” care Jewelers’ Circu- 
ar. 











#Hliscellaneous. 
Minimum charge (25 words) $1.50 
Additional words, 5 cents a word. 





WATCHMAKERS! Increase your ability 
through the highly recommended books: 
“Rules and Practice for Adjusting 
Watches,” and ‘Practical Balance and 
Hairspring Work"; circulars on _ re- 
quest. Walter Kleinlein, Waltham, Mass. 








LEARN WATCH REPAIRING; practical 
courses for beginners and advanced 
students; day and evening sessions: 
enrollment limited. Standard Watch- 
makers Institute, 111 West 111th St.. 
New York. Established 1921. 





LEARN WATCHMAKING—and become 
independent ; we help you secure a posi- 


tion: easy to learn: send for free cata- 
log. St. Louis) Watchmaking School, 
Dept. 7, St. Louis, Mo., under the same 


management since 1886. 





THE ART of jewelry engraving; you can 


iearn it correctly with Winter’s Home 
Study Course by Mail; 78 practical les- 
sons in designing and engraving; spe- 


cial new low rates now: write for full 
information. Address Albert A. Winter, 
P. O. Box 538, Oak Park, IIl. 





I PATENT YOUR IDEAS. Call or 
send me your sketch or sample for 
confidential advice; trade-marks reg- 
istered in the United States Patent 
Office; free consultation. Z. HL. 
Polachek, Registered Patent At- 
torney-Consulting Engineer, 12384 
Broadway, New York. 
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“AMERICA’S LEADING JEWELRY AUCTIONEER” 
14 Maiden Lane JANMIES L. HAND do yo% 


Hitchcock 0288 “Handsale” New York 
FIRST BY MERIT 


The Hand contribution to the cause of honest retailing is the Hand Auction! A 
dignified sale, the advertising value of which, and the stimulation of yourself 
and your clerks to Better Salesmanship and more up-to-date Merchandising fol- 
lowing the sale, will be worth Ten times its Cost! You can prove our Leader- 
ship by investigating our record! We must stand or fall on that record! The 
actual facts and figures are an illuminating record of unequalled success in the 
field of auctioneering. The customers we have served; the wholesale jewelers 
who know us personally; the Banks and Trust Cos. and United States and 
Canadian Courts who have placed’‘in our hands Estates for liquidation; these 
can furnish the evidence upon which you must decide who is best fitted by 
character, by experience and by proved ability to conduct your sale. You are 
advised and helped in every way by one who, because of long experience in 
adjusting the financial ills of his thousands of clients, is able to give you the 
kind of help that will mean to you a Hopeful Prospect of Future Prosperity! 


Hand conducts all sales personally! No substitutes! Hand can sell only your 
own stock! No inferior merchandise sold under_your reputation! Associated 
and conducting all sales with me is Mr. Chas. J. Wilbur, an auctioneer of great 
talent! 





The aggregate stocks of fifty representative stores, selected at random from the 
many satisfied Hand clients, amounted to 


OVER FIVE MILLION DOLLARS! 


No Doubt the Largest Selling Record of Any Auctioneer in America! 








Investigate the Record, the Character, the Financial Responsibility of the man to whom you entrust not only your stock but your 
reputation as well. 











Be sure he is the kind of man you wish behind your counter, the type you can safely intro- 
SEND TODAY oe to your friends and customers—one to whom you can trust your reputation and business 
welfare. 
FOR THE It tells of the methods that have mad HAND SALES i riably successful. It gives 
8 > m vs lave made ‘‘ } ’’ so invaria succes . 
“HANDBOOK ON AUCTIONS” facts and figures it is essential you should know before deciding who shall conduct your 
IT’S YOURS FOR THE ASKING sale. Every statement in thic interesting book is based upon facts and every statement 
can be proved by the written word of reputable jewelers. SEND FOR IT TODAY. 





To all Jewelers no matter how large or small their stocks the Hand services and methods are available! 
WRITE ME TODAY! DO IT NOW! 





























We buy quick for 
Spot Cash! 


All or part of your stock. 


You will be satisfied with our policy and prices. We 
have bought out many leading stores in nearly every 
State. Rating and references of the highest character. 
We can refer you to banks and many prominent 
merchants. 


Write us without obligation. 











This entire building used exclusively for parties 


BROOKLYN PURCHASING SYNDICATE School epen all the year around.” Parties can ente? 


- at any time it might be convenient. 
Frank Walker, Proprietor _ ' la 


610 Broadway, Brooklyn, N. Y. 
Telephone: Pulaski 1798 Note—Same address since 1898 HERE’S a thrill of satisfaction—the | 


feel of ability to hold your job—the 






































pleasure in carrying on your work—the re- 


We will raise $10,000 alization that you are master of your voca- 
to $100 000 for you tion! All these, and more, are the experi- 
9 


ences of the thousands who have finished 













Richt : ‘ 
ee thins a course of Watchwork, Jewelry and En- 
We conduct dignified Auction graving at Bradley Horological. 


Sales that guard your reputa- 
tion and dispose your surplus or 


entire stock. Get one of our catalogues and learn what 


eee See ALORS eae oor ween thousands have accomplished by taking this 


B. WOLFF & CO. course. Address a postcard to Bradley Horo- 


Dependable Auctioneers : ° ‘ 
san te dane logical, Dept. C, Peoria, Ill. It will be sent 
NEW YORK CITY free upon request. 


Tel. AShland 4-5298 
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S T Unbreakable ™ D 


—Watch Crystals 

























Se 
Where lan ao 
Such Variety? 


You can never go wrong with Standard Unbreakable 
Crystals. Apart from the fact that they are designed by 
experts and made from the finest materials procurable— 
here is the large and varied choice of Fancy, Round Lentille 
—Chevee and Round Fiat shapes which enables you to meet 
every requirement. 


For 1931, it is safe to say that the line offers bigger oppor- 
tunities than ever before. The attractive margin for dealer 
profit that characterizes the entire line, makes Standard Un- 
— Crystals doubly desirable in the eyes of every 
jeweler. 


Whenever you buy your stocks of watch Crystals, whether 
it be now or months hence, it will pay you to insist on 


Standard Unbreakahle Crystals. 


Standard Unbreakable 
Round Crystal inserting set. 











Manufactured by Ex. Jusive Wa lesal 
Standard Unbreakable mes 
Watch (Crystals, he Hamme!l-Riglandenr, 
wi - Pennant Corp. 
7 Nassau Jtreet 
’ 209 West 142 S¢. 
New York, MY. New York, USA. 


Standard Unbreakable Fancy Watch Crystal 
Assortment 
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YOU CAN'T 





THINK 





OF A BETTER 
PLACE TO SEND 
YOUR OLD GOLD 
PLATINUM: SILVER 


’ <= travels. ng 
old b buyers 


YEARS OF 
CONSCIENTIOUS 
REFINING SERVICE 


THOMA §S 


DEE:CO, 


REF I 


| 
55 E. WASHINGTON ST. CHICAGO 
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No more dissatisfied customers caused by 








1. Strip off a bit of the metal foil 
from around the end of the ce- 
ment. 





2. Heat bezel of watch over alco- 
hol lamp until metal is warm 
enough to melt cement. 


3. Apply cement around groove of 
case. The cement will melt and 
flow freely throughout the en- 
tire Growe. 





4. With cement still warm, place 
crystal into bezel in usual man- 
ner. 








5. Wipe surplus cement off crystal, 
using cloth moistened with benzine. 
Now you have a tight, neat, dust- 
proof job. 


crystals becoming loose or falling “® 


out of shallow groove cases 








especially fo 


G-S CEMENT 
Made « G-S Flexo Fancy Crystals 
MANUFACTURED BY 
GERMANOW -S ety Y MAGHING co. 





| 






a 





| No more di 
by crystals falling our. Use G- 
‘with G-S FLEXO 










<r 


G-S CEMENT es 
ly and dustp ef 








REASON WHY MOST FANCY 
CRYSTALS HAVE TO 
BE CEMENTED 


Most fancy cases have no groove to 
retain any crystal, glass or unbreak- 
able, regardless of how the crystal is 
made. 


NEW! Improved G-S Cement espe- 
cially made for cementing G-S Flexo 
Fancy Crystals. Will hold crystal 
securely, dust-tight and waterproof. 
Not brittle and not affected by cli- 
matic conditions. Convenient to use. 
No wastage, spillage or evaporation. 
Hardens in five minutes. 


PRICE—50 cents—per stick. Good 
for cementing over 300 crystals. 


YOU ARE SURE TO PLEASE YOUR 
CUSTOMERS BY FITTING 
G-S FLEXO CRYSTALS 
THE G-S WAY 


SEND FOR SAMPLES AND FULL 
INFORMATION. 


Imagine a watch crystal hold- 
ing up a five pound carton of 
sugar without pulling out. A 
G-S Crystal cemented with the 
new G-S Crystal Cement will 
do it. 


r 
f 











TRY A STICK OF THIS CEMENT AND 
BE CONVINCED—ORDER FROM 
YOUR WHOLESALER 


GERMANOW-SIMON MACH. Co. 
545 West Avenue, ROCHESTER, N. Y. 


Manufacturers G-S Flexo Crystals, Round Lentille Chevee and Mi-Concave—Fancy and Odd Shapes. 
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Hall Marks of Distinetion 


GEE ca 
MIDDLETOWN For Your Protection SS 
SILVERWARE Registered in U. S. Patent Office CORNWALL 
E-Py NS: SSA, 

SILVER PEWTER 


Table Service has its fashions—and more 
than fashions. Correctness. good taste 
and suitability are really the deciding 
factors. and they decree 





LUSTROUS PEWTER 
and 


BURNISHED SILVER 


A Quality Produet 
Is Always a Sound Investment 








CORNWALL PEWTER POLISH 


CORNWALL 4 Real Pewter Cleanser 


\ PEWTER Posy Prices and packaging— 


Carton containing one dozen boxes polish. $3.60 
Case containing one dozen cartons (one 


i I 6s oh HAAS 36.60 


Retails for not less than 50c. the box 


Cornwall Polish is a delicate. lemon-scented cleansing 
DRNWAL cream which actually removes dirt and tarnish, and 


restores the natural lustre to Pewter and Silver with- 





out smearing or scratching. 


Cornwall Pewter Polish is a necessity which sells 





itself. Put up in attractive. unbreakable metal jars. 


THE MIDDLETOWN SILVER COMPANY 


New York Salesroom Middletown, Conn. 


366 Sth Ave. World’s Largest Producers of Pyrex Lined Silverware 643 S. Olive St. 





Los Angeles 
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a new TUDOR PLATE design 
for Smart Young Moderns 


It’s Youth -- this new Tudor 





Plate design — smart, graceful, 





charming asa girl, with a plus of 
vivid, modern beauty. Beauty that 
belongs on her table— that’s in key 
with her personality. And she may 
have its plus values — its quality, 
enough pieces for every occasion— 
at new low thrift-time prices: 


Teaspoons, $1.75 for six; a complete 
Service with Stainless Steel Knives, 
for Six, $16.25-for Eight, $21.25; a 


three-piece matchingTea Set, $25.00. 





You may see the Barbara, and four 


other distinctive designs in Tudor 





Plate, wherever fine Silver is sold. 


‘ By the makers of COMMUNITY PLATE 


ee «i. 
oo al 








Reproduction of an advertisement appearing on Page 2, March 14th issue THE SATURDAY EVENING POST, 


and featuring for the first time the new Thrift-time Prices on Tudor Plate. 





























